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This study aims to investigate the concept of corporate reputation through the current practices of Islamic and 
conventional banks in the UK and to indentify to what extent Islamic banks adhere to the principles of Islamic 
banking and finance in light of the corporate reputation. In that attempt, the research investigates the concept of 
corporate reputation including the measurement scales as well as the theories related to the concept. In addition, the 
research moves beyond and further explores determinants of corporate reputation from the Islamic finance 
perspective which are derived from the overall objectives (maqasid al Shari'ah). Through the stakeholder theory, the 
research utilises pre-existing reputation measurement scales to investigate the social dimensions of sampled Islamic 
and conventional banks in the UK. 
In conducting the research, the study brings together the set of primary data from the internal and external 
stakeholder groups. Questionnaire survey was administered to the external stakeholders where 205 valid responses 
were obtained and further analysed. In addition, a number of semi-structured interviews were conducted with the 
senior managers and Shari'ah board member in order to verify the findings obtained through the questionnaire 
surveys. The findings indicate that the perceptions of the Muslim customers toward their banks, both Islamic and 
conventional, are somewhat similar. However, some of the dimensions such as trust and emotional appeal, were 
found to be higher with the customers of Islamic banks. The findings reveal that a very small proportion of the 
targeted sample population were sole customers of Islamic banks, however, they showed a lot more passion and 
positive regards toward their banks. Corporate social responsibility, as one of the dimensions of corporate 
reputation, is found to be lacking from Islamic banks and they were seen as not engaged in CSR activities as much 
as their conventional counterparts, mainly due to their limited capital. In addition, it was also found that the majority 
of respondents believed that the existence of Islamic banks is CSR activity itself. The results also indicate that the 
corporate culture seems to be stronger at Islamic banks and the bond between customers and employees is very 
strong where customers feel more valued and appreciated than those respondents from the conventional banks.  
In terms of further investigating the determining factors of corporate reputation, its monitoring and measurement, 
the study indicates that Islamic banks, in comparison to conventional banks, are enjoying higher level of trust. 
However, relatively small number of customers of Islamic banks is due to its technological limitations which are not 
as developed as in conventional banks. This has been found as one of the important aspects to which Islamic banks 
need to pay more attention in order to enhance their corporate reputation.  
This research is useful as it further explores the concept of corporate reputation within the boundaries of Islamic 
banking and finance and to investigate how corporate reputation may be better understood and examined. It also 
draws the attention to the executives of Islamic banks to how opinions, beliefs and expectations of their internal and 
external stakeholders are important in maintaining positive corporate reputation. The research adds value to the 
relevant body of knowledge as the literature on the concept of corporate reputation from the Islamic finance 
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Islamic banking and finance has increased its presence in Western countries over the last two 
decades, especially in Europe. The industry is becoming more profitable year on year and keeps 
attracting the attention of new customers and investors since its global expansion in the financial 
markets based on the core financial principle of interest-free banking. Islamic finance has 
attracted global attention, especially after the financial crisis last decade, when it was categorised 
as resilient due to its emphasis on risk-sharing (Hussain, et. al, 2015). This crisis has triggered 
numerous regulatory changes in conventional banking and has also opened many alternative 
opportunities, where Islamic finance can contribute to the betterment of the financial system. 
According to Iqbal and Molyneux (2005), as quoted in Asutay (2010), since the establishment of 
Islamic banking in 1975, the industry has become “one of the fastest growing industries, having 
posted ‘double-digit’ annual growth rates”. 
The Islamic banking and finance industry has recorded its growth in the UK over the last decade. 
UK has become a European centre for Islamic finance which has offered Shari'ah compliant 
financial services to its clients since 1986 through windows within conventional banks. 
However, the establishment of the first halal mutual fund in 1997 as well as the introduction of 
sukuk (Islamic bonds) at the London Stock Exchange, has announced a new era of expansion and 
development of the industry. In 2012, the UK was ranked the 9th largest country by Shari'ah 
compliant assets with more than 20 institutions offering Islamic finance and six fully fledged 
Shari'ah-compliant banks (UK Excellence in Islamic finance, 2014). 
As the industry is in its incline, the main drivers for its progress are in the main supporters of the 
idea of interest-free and ethical banking amongst the population. According to the latest available 
information from the Office for National Statistics (2014), the number of Muslims in the UK was 
2.7 million in 2011, which represent 4.8% of the total UK population. As such, Islamic banking 
industry is seen as a niche market, however, with a lot of potential. This research is an 
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investigation of the corporate reputation practices of Islamic banks in comparison with the 
conventional banks in the UK. 
1.2 Theoretical framework 
This study attempts to explore practices and attitudes of Islamic banks toward monitoring their 
corporate reputation. Therefore, the research consists of:  
a) evaluating contemporary reputation measurement techniques;  
b) conceptualising reputation through the lens of Islamic financial principles;  
c) exploring theories that are interlinked with the organisational culture, behaviour and 
reputation;  
d) exploring multiple stakeholder standpoints towards reputation of Islamic banks as well 
as the conventional. 
This section attempts to clarify the concept of reputation in the context of Islamic finance. In this 
attempt, the researcher reflects on a number of significant aspects that are interrelated with the 
concept of reputation. The complexity of the concept of reputation makes it challenging for the 
researcher to remain within a single research area, as many social aspects need to be investigated 
since they are regarded as an integral part of corporate reputation. 
The theoretical framework of this study sits within the proposed model of Miles and Huberman 
(1994) that has been adopted by Hillenbrand et.al. (2012) in which they articulate segments that 
are to be looked after in order to maintain good reputation. In addition to this, their proposed 
model is in line with the epistemological stance of this research. Within the model, the following 
segments are central to corporate reputation: transparency, integrity, minimisation of negative 
business impact, non-financial purpose, competence and continuity. 
All these segments can be found in the context of the objectives of Islamic law, upon which the 
vision and mission of every Islamic bank are constructed. In this regard, the research proposes 
that Islamic finance objectives, which are in line within the overall objectives of Islamic law 
(maqasid al-Shari'ah) have to be revisited in order to propose a new model or approach by which 
the reputation of Islamic banks can be saved and further developed. 
The study has chosen to focus on the above segments from the multiple stakeholder perspective 
following Freeman's (2007) theory of value creation for stakeholders. When talking about 
stakeholders as an integral segment of every business, the research should go back to the 
foundations of this concept and explore stakeholder theory that has been summarised within the 
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literature review of this study. In addition, the themes of corporate reputation have been acquired 
from the reputation quotient (Fombrun, 1996) based on which both qualitative and quantitative 
data collection tools were designed. 
The central concept of stakeholder theory is value creation for stakeholders. This segment has 
been identified as core to successful business operations that will make a positive impact on 
other aspects of the business and hence result in a good reputation. However, it remains to be 
investigated what the real value means for the stakeholders of Islamic banks. In an attempt to 
identifying these values, the associated risks that are identified below, create the theoretical 
framework of this research. 
1.3 Research aim, objectives and research questions 
This study aims to explore the concept of corporate reputation of both Islamic and conventional 
banks in the UK in order to develop criteria for better understanding of the concept and the 
importance of it, which Islamic banks should work towards.  
In line with aims of the study, following objectives are developed: 
(i) To explore the most prominently used theories in conjunction with the concept of 
corporate reputation 
(ii) To investigate the contemporary corporate reputation measurement scales and utilise 
them in the process of developing a platform for better understanding of this 
phenomenon 
(iii) In light of pre-existing corporate reputation measurement tools, the third objective is 
to investigate the adherence of Islamic and conventional banks to their corporate 
reputation practices 
(iv) To explore interrelations between the objectives of Islamic finance and the 
contemporary corporate reputation measurement tools. 
Based on the above objectives, this study answers following questions: 




2. What actions Islamic and conventional banks take in order to monitor their corporate 
reputation? 
3. Based on the internal and external stakeholders' experiences, beliefs and expectations, 
what are their overall opinions of their banks? 
4. In light of the findings, to what extent do Islamic banks remain attached to the overall 
objectives of Islamic finance? 
1.4 Significance of the research and contribution to knowledge 
To the best of the researcher's knowledge, the relevant body of knowledge lacks the empirical 
study where the perspectives of multiple stakeholders were explored in the process of developing 
criteria for understanding corporate reputation. This is also significant as it tends to widen the 
scope of the neglected concept of corporate reputation in Islamic banking and finance, which 
stands for one of the most important intangible assets. In this process, Islamic banks were 
compared to their conventional rivals through pre-determined parameters where a set of findings 
suggested on which aspects of corporate reputation sampled banks are more focused and also to 
which aspects they need to pay more attention.  
This study adds to the literature in terms of setting the primary research which helps in future 
development of a measurement scale. This study starts with a proposal of ethicality and the 
overall objectives of Islamic law (Maqasid al Shari'ah) from which the objectives of Islamic 
finance are derived, and also attempts to link these objectives with the concept of corporate 
reputation. Another contribution of the study is the comparative analysis of both Islamic and 
conventional banks in light of the corporate reputation. The findings help to understand what are 
the distinguishing features of corporate reputation of each, Islamic and conventional bank, what 
can be learnt from their practices as well as what are the shortcomings of each and what steps 
can be taken to improve those practices. 
Furthermore, the research contributes to the relevant body of knowledge through the chosen 
methodological approach. Hence, this study applied a multiple research method that offer 
benefits in answering research questions. As a data collection method, questionnaires were used 
in combination with the semi-structured interviews. By applying this method, it was intended to 
achieve triangulation which compensates the shortcomings of one method, and outlines and 
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further evaluates discrepancies in the findings. To the best of the researcher's knowledge, there is 
currently no significant research related to corporate reputation in Islamic finance conducted by 
using this approach, therefore this research method significantly adds value to the study. 
1.5 Research methodology 
It should be noted that this research has a phenomenological approach to investigating the 
phenomenon of corporate reputation. Since there are several forms of phenomenology which 
overlap methodology and philosophy (Langdridge, 2012), it should be noted that this research 
has, more specifically, chosen the hermeneutical phenomenology as the main overarching 
methodological and philosophical approach. Nonetheless, to achieve the aims and objectives of 
the study, it should be noted that this research, as any other phenomenological research, is 
qualitative in its nature (Sloan and Bowe, 2014). Hence, in terms of the data collection methods, 
this research used both quantitative and qualitative methods in order to achieve triangulation and 
better understanding of the phenomenon under investigation. Therefore, the qualitative data 
collection method was used in form of semi-structured interviews, while the quantitative method 
was used in form of questionnaire surveys. In particular, the research used semi-structured 
interviews to sample the internal stakeholder group, as defined in Chapter 4, and the 
questionnaire survey was utilised to sample the external stakeholder group (customers). The 
questionnaire survey was self-administered and it aimed to obtain a larger number of 
observations. It should be noted that the researcher has chosen to use multiple data collection 
tools since the study is exploratory in its nature which required in-depth investigation. 
1.6 The structure of research 
This chapter starts with the theoretical framework of the study which proposes an investigation 
of various social risks associated with Islamic banks. The solution for management of these risks 
is provided in Chapter 3, where the objectives of Islamic finance are revisited. Further in this 
chapter, aims, objectives and research questions are also outlined. 
Chapter 2 provides an examination of the theories that are associated with corporate reputation. 
In addition, corporate reputation measurement tools are detailed and the justification for 
choosing the Reputation Quotient (Fombrun, 1996) as a testing tool is provided.  
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Further in Chapter 3, the focus is made on reviewing the literature on foundations of corporate 
reputation from the Islamic finance perspective where the moral economy is taken as the starting 
point. Furthermore, the axioms of Islamic finance as well as the objectives (maqasid) are 
discussed in an attempt to examine the criteria for corporate reputation measurement and 
management. 
Methodological approach is discussed and justified in Chapter 4 of the study. The nature of the 
study is exploratory and therefore the methodology is qualitative. The study explored multiple 
stakeholder perspectives on corporate reputation where multiple data collection methods were 
used. 
Chapter 5 is the first empirical chapter which examined the perceptions, beliefs and opinions of 
the external stakeholders (customers) towards their banks. The chapter is comprised of the 
responses from the Muslim population sample who bank with either Islamic, conventional or  
both types of banks. The chapter provides two types of analysis: descriptive and inferential 
which were carried out in the statistical package for the social science (SPSS). 
In the second empirical chapter (Chapter 6), qualitative data was analysed in form of semi-
structured interviews which was obtained from both Islamic and conventional bank practitioners. 
The respondents had a number of questions that were derived from the reputation quotient. 
Questions from six themes comprised of insightful responses with the additional two questions 
related to the practices and challenges of monitoring corporate reputation.  
Chapter 7 discusses the findings from Chapter 5 and Chapter 6 in the attempt to bring together 
meaningful analysis and structure which helped in understanding the attitudes of banks toward 
their corporate reputation. The chapter also indicated what the differences between the opinions 
of internal and external stakeholders bring in terms of making threats to reputation. 
The last chapter (Chapter 8) concludes the research and provides with an overview of the 
findings and makes relevant recommendations to future studies related to the corporate 





LITERATURE REVIEW ON CORPORATE REPUTATION MEASUREMENT 
AND THE ASSOCIATED THEORIES 
2.1 Definitions of corporate reputation 
Having a clear definition of corporate reputation helps in identifying an appropriate measurement 
technique and further theoretical development of the concept of corporate reputation. Many 
researchers defined corporate reputation referring to stakeholder perceptions of particular 
organisations, such as Fombrun, (1997), Broomley (2000), Davies et al. (2001), Whetten and 
Mackey (2002), Lewellyn (2002), Rindova (2005), Brown et al., (2006), Carter (2006). 
Definitions can be classified through different disciplines: 
From the marketing perspective, corporate reputation is defined as a “perceptual presentation of 
a company’s past actions and future prospects that describes the firm’s overall appeal to all of 
its key constituents when compared with other leading rivals” (Fombrun, 1996, p.72). Broomley 
(2000), Barnett et al. (2006) and Brown et al. (2006) defined reputation through the perception of 
an organisation from the point of view of the external stakeholder only, while Gray and Balmer 
(1998), Davies et al., (2001), Whetten and Mackey (2002), Lewellyn (2002) provided 
comprehensive definitions to include all stakeholders. Later on, the original definition suffered 
slight change where the developed definition of reputation was “a collective construct that 
describes the aggregate perceptions of multiple stakeholders about a company’s performance” 
(Fombrun et. al., 2000, p.242). 
From the economics perspective, Clark and Montgomery (1998) defined corporate reputation as 
the evaluation of a firm’s past actions which indicate its real characteristics. This particular 
definition has its roots in signaling theory, or perhaps a resource-based view. 
Ryner (2003), for instance, defined the reputation from collective stakeholders’ as “a collection 
of perceptions and beliefs, both past and present, which reside in the consciousness of an 
organisation’s stakeholders” (Ryner, 2003, p.1) – its customers, suppliers, business partners, 
employees, investors, analysts, communities, regulators, governments, pressure groups, non-
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governmental organisations and the public at large. Similarly, corporate reputation has been 
defined as a multi-stakeholder concept that is reflected in the perceptions that stakeholders have 
of an organisation (Smidts et al., 2001; Carmeli, 2005; Dutton et al., 1994). 
It has been evident that various definitions involve the multiple-stakeholder view and it is simply 
because of the complexity of the concept of corporate reputation that entails consideration of all 
parties that can affect or may be affected by an organisation. 
2.2 Essential Differences between Organisational Image, Identity and 
Reputation 
Organisational behaviour literature provides several definitions of organisational image, where 
some describe it as a benchmark constituted of internal and external organisation members 
(Dutton and Dukerich, 1991), while others describe it as a perception of customers in general and 
the impression of the overall corporation perceived by many stakeholders (Keller, 1993; Gray 
and Smeltzer, 1985). From the stakeholder’s perspective, organisational image is viewed based 
on the perception of only external or internal and external stakeholders simultaneously. Each 
stakeholder group have an impact on overall image. Organisational image is defined as “the 
mental picture of the company held by its audience – what comes to mind when one sees or hears 
the corporate name or sees its logo” (Gray and Balmer, 1998, p.695), and also as “the view of the 
company held by external stakeholders especially that held by customers” (Davies et al., 2001, 
p.113-114). Others have also distinguished between corporate image, identity and reputation 
(Bromley, 2000; Whetten and Mackey, 2002; Cornelissen et al., 2007; Brown et al., 2006; 
Lewellyn, 2002). 
Conversely, organisational identity is about the actual facts and what the organisation is in reality 
and how it identifies itself, whether it is “socially responsible”, or “financially stable” (Whetten, 
1997, p 27). Nevertheless, organisational identity can have two streams when observed from an 
internal stakeholder perspective. There is an aspirational identity which entails how an 
organisation would like its internal stakeholders to perceive it (Lewellyn, 2002) and the real 
identity which illustrates how internal stakeholders actually perceive an organisation (Bromley, 
2000; Davies et al., 2001; Balmer and Greyser, 2006; Cornelissen et al., 2007). Thus, identity is 
not only matter of division on internal and external perception, or aspirational and real, but it 
collectively represents the characteristics of an organisation. Barnett et al. (2006) therefore 
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describe organisational identity as the underlying core or basic character of the firm and what the 
firm actually is. Whetten and Mackey (1985) provide the most commonly used definition of 
organisational identity and describe it as something that is central, most enduring and distinctive 
about an organisation (Whetten and Mackey, 2002, p.394). 
Unlike the identity and image, organisational reputation refers only to actual stakeholders’ 
perception. Some researchers define it as the collective perceptions of an organisation by the 
external stakeholders only (Bromley, 2000; Brown et al., 2006; Barnett et al., 2006), while others 
describe it from multi-stakeholder perspectives as feedback on credibility and what connotes the 
estimation of the company by its constituents (Gray and Balmer, 1998; Davies et al., 2001; 
Whetten and Mackey, 2002; Lewellyn, 2002). The important factor in building and maintaining 
reputation is time. A widespread quotation from Warren Buffett, CEO of Berkshire Hathaway, as 
cited in Rayner (2003, p.2) “It takes twenty years to build a reputation and five minutes to 
destroy it” can be, however, challenged. The organisational image is vulnerable and subject to 
abrupt change, as explained above. Many researchers agree that reputation takes time to build, 
besides Rindova (1997) claims that reputations are fairly stable and distilled over time from 
multiple images. 
2.3 Theoretical Models of Corporate Reputation  
A number of theories can be tied to the concept of corporate reputation. This indicates the 
richness and the complexity of the concept, hence at the same time, it also makes the theoretical 
framework much more difficult as the theories come from different foundations. In this part of 
literature review, the most prominently used theories to examine corporate reputation are 
evaluated with the aim of developing a unified conceptual framework that will shape the rest of 
this study.  
2.3.1 Stakeholder Theory 
One of the main theories that is directly associated with corporate reputation is stakeholder 
theory. Thirty years ago there was no sign of stakeholder’s approach in business, hence, due to 
the globalisation and economic climate changes, organisations started to focus more on the value 
creation. As such, all components that had direct or indirect contact with an organisation became 
very important which later led to development of the stakeholder theory.  
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Edward Freeman published in 1984 “Strategic Management: A Shareholder Approach” as a new 
conceptual framework for management. The origins of stakeholder theory can be found in 
business science literature, and dates back to Adam Smith’s theory of moral sentiments 
(Freeman, 1984). Stakeholder was then defined as “any group or individual that can affect or is 
affected by the achievement of an organisation’s objectives” (Freeman, 1984, p.46). Freeman 
(1984) argued that firms should take other groups of stakeholders into consideration when 
making strategic decisions. Accordingly, he proposed a managerial view that distinguished 
stakeholders into four categories: owners, clients, employees and suppliers. The author later 
extended this stakeholder classification to include competitors, government and communities. In 
another study, Freeman (2003) divided stakeholders into two categories: internal and external. 
Within the internal stakeholders of a firm, Freeman (2003) incorporated financiers, suppliers, 
customers, employees and communities; whereas within the external stakeholders group he 
included NGOs, environmentalists, governments, media, critics and others. The stakeholder 
model introduced by Freeman depicted as a map in which the firm is the hub of a wheel and 
stakeholders are at the ends of spokes around the rim (Frooman, 1999). The theory, from a 
broader perspective, signifies behaviour of a company, which further implies a demonstration of 
the conduct of internal stakeholders. This directly reflects on corporate image and further 
manifests the basic element of overall corporate reputation. 
Such stakeholder classification have made an impact and contribution to further studies and 
helped in the assessment and evaluation process of many research areas. In particular, this 
classification is of enormous importance when it comes to corporate reputation since it provides 
a choice of assessment from either single or multiple stakeholder perspectives. 
In regards to the classification of organisational stakeholders, a group of which is called 
'influencers' has been described as “actors that form part of the firm’s environment and that, 
indeed, may have some impact on its activities but that have no specific stake in the firm itself. 
That is, they stand to gain no particular benefit from the firm’s successful operation” (Donaldson 
and Preston, 1995, p.79). They challenged Freeman’s definition of a stakeholder “anything 
influencing or influenced by the firm” as being too extensive (1995, p. 86).  
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Kaler (2002) assessed definitions and divided them into ‘claimant definitions’, which identifies 
stakeholders with a claim on the services of a business; ‘influencer definitions’, those who can 
affect or be affected by the firm; ‘combinatory definitions’, that holds the prospect of combining 
ethics and strategy by bringing business ethics into the mainstream of business subjects, 
including their pursuit of profit (Keler, 2002, p.94-96). 
However, Fassin (2009) challenged Kaler’s classification stating that ‘claimant’ and ‘influencer’ 
definitions are not mutually exclusive; a stakeholder that affects, or that can be affected by, can 
also have a claim; while a stakeholder that has no claim can still affect or be affected. It can be 
concluded from this critic that anyone can influence or be influenced by anything within the 
business enterprise boundary (Fassin, 2009, p.117). He further elaborated the stakeholder theory 
and expressed that Freeman's model was possibly inspired by a method drawn from the 
sociological sciences, the sociogram, which visualises the frequency of interactions between 
individuals or groups. 
A number of academics challenged stakeholder theory and attempted to categorise stakeholders 
into various categories through the different perspectives (Frooman, 1999; Winn, 2001; Kaler 
2002; Pesqueux et al., 2005; Fassin 2009).  
For instance, Fassin (2009) examined and proposed new stakeholder definitions and presented 
her views which differentiated stakeholder groups into three categories:  
(i) real stakeholders- those who have established stake in the firm and are loyal to the firm;  
(ii) stakewatchers- are those who have no direct stake in the company but protect the interest of 
those who have;  
(iii) stakekeepers- those who are further from first two categories; they have no direct interest in 
a firm’s stake, but indirectly control and influence regulations and policies of firms while firms 
have no direct influence on them. 
Later on, Freeman (2007) re-examined the corporate responsibility viewpoint in creating his 
theory; this suggested that the main goal of corporate responsibility is to create value for 
stakeholders by fulfilling the responsibilities of the firm without separating business from ethics. 
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His major concern was that if firms are not recognising the dimension of inter-relationship 
between different groups of stakeholders that it might lead to management complication. 
Therefore, the concept of corporate reputation as defined previously is a construct that is closely 
interlinked with stakeholder theory. As such it has been widely conceptualised in the literature 
since Fombrun (1996), as a collective assessment of a company by its key constituents, both 
internal and external, as well as the public expectations through which companies are 
characterised (Berens and van Riel, 2004). Unlike Milton Friedman’s classical model of 
corporate social responsibility that focuses only on profit maximisation for its shareholders, this 
particular approach means the responsiveness of the company towards the needs of society will 
ultimately lead to reputation development and increase in revenue. 
2.3.1.1 Shortcomings of Stakeholder Theory 
Since stakeholder theory has  progressed rapidly towards the end of last century, it can be argued 
that it currently remains stable, as there has been little progress in theory development. For that 
reason, stakeholder theory has suffered a lot of criticism. For instance, Sundaram and Inkpen 
(2004) argue that Freeman’s theory does not go in favour of shareholders as it is pro-stakeholder 
oriented. As a response, Freeman et al. (2004) state that creating value for stakeholders makes 
direct positive impact on shareholder value as it creates managerial incentives towards 
entrepreneurial risk. The shareholder also remains protected through different market protection 
schemes in a case of default or breach of regulations. The final point is that is much easier to 
create stakeholders out of shareholders rather than to make shareholders out of stakeholders 
(Freeman et al., 2004, p.366-368). 
Furthermore, Mele (2008) states other critics against stakeholder theory from the literature that 
express accusation for managerial opportunism (Jensen, 2000; Marcoux, 2000; Sernberg, 2000), 
which indicates that managers adjust their actions for the interest of those stakeholders who 
benefit. Additionally, Marcoux (2000) further criticised this theory to be primarily concerned 
with the distribution of final outputs. Key (1999) also criticised stakeholder theory as having a 
lack of theoretical underpinning and being rather technical. It further claims an incomplete 
process of the theory relating to internal and external stakeholders, as well as lack of attention to 
the environmental issues  
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Notwithstanding the criticisms, the main objective of the stakeholder theory is to create value for 
stakeholders and therefore it further implies that value creation from a broader economic 
perspective will influence society and the environment in which firms operate. Unlike the 
shareholder value theory which solely focuses on maximising success and the profit of a 
company, stakeholder theory has a broader meaning which encompass any party that may have 
interest in the success of a company, be it the community which may expect to benefit from its 
success or customers who may expect to receive better service. Therefore, this theory becomes a 
very important in the current research and will serve as a main theoretical foundation.  
2.3.1.2 The Importance of Stakeholder Theory and the Multiple Stakeholder Perspective 
The importance of stakeholder theory has been the focus of academics and that is to provide an 
in-depth understanding of the influence that any category of stakeholders may have on, or, 
possibly be influenced by, a company. It is also to stress the importance and awareness of value 
creation and wellbeing from a broader perspective, including all stakeholder categories. 
The multiple stakeholder examination helps to provide meaningful results and eventually to 
identify any potential divergences that can be further evaluated and identified with the aim of 
providing better functioning of a firm. By adopting this approach, organisations may benefit 
from better performance than those firms that do not adopt such an approach (Greenley and 
Foxall, 1998; Berman et al. 1999). 
In order to succeed in the competitive market, it is essential for a company to deliver customer 
satisfaction and manage it accordingly aiming for a loyalty from customers that will help to 
increase the revenue. The employee satisfaction is equally important in managing business 
appropriately as it creates an image of the firm which is antecedent of reputation. Moreover, 
employee satisfaction increases the ability of a corporation to attract potential and to retain 
existing employees (Leong et al., 1994). 
2.3.2 Institutional Theory 
Institutional theory, which dates from nineteenth and early twentieth century, has been used by 
many researchers to examine organisational constitution, values and persistence on the market 
including any influence that an organisation may have internally or externally. This theory 
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incorporates the social dimension and examines social, political, and economic influences in 
decision making within a firm (Zukin and DiMaggio, 1990; Jennings and Zandbergen, 1995; 
North, 1990). 
Institutional theory has evolved from general economic and market focus (DiMaggio and Powell 
1991; Scott, 1995) into the more sociologically focused stream that tackles the issue of 
legitimacy (DiMaggio and Powell, 1991; Greenwood and Hinings, 1996; Westfall, 1997; Wicks, 
2001). Institutional theory represents structural and behavioural changes in the intention of firms 
to gain legitimacy and efficiency within their highly institutionalised context (Wicks, 2001; 
Liang et al., 2007; Deephouse and Carter, 2005; Staw and Epstein, 2000). 
There are two main distinctions present in institutional theory: old institutionalism and new or 
neo-institutionalism (DiMaggio and Powell, 1991). Old institutionalism focused on the 
comparative analysis of institutions and issues related to influence at community level (Clark 
1972; DiMaggio and Powell 1991; Greenwood and Hinings 1996). New or neo-institutionalism 
dates from 1977 after Mayer and Rowan published the paper, which formulated a new concept of 
institutional analysis that emphasises on actions made by, not only the individuals but, by the 
institution to which they belong (Jepperson, 2001). It therefore stresses organisational equality 
and standardisation that further implies legitimacy of the establishment (DiMaggio and Powell, 
1983, 1991; Scott, 1995; Greenwood and Hinings, 1996). In order to achieve and maintain 
legitimacy, organisations acquire and evaluate behaviour and expectations of external 
stakeholders (Deephouse, 1996; DiMaggio & Powell, 1983; Meyer & Rowan, 1977; Meyer & 
Scott, 1983). Conversely, this particular approach means that the organisations answer to any 
changes within the internal stakeholder group in order to maintain legitimacy (Oliver, 1991; 
DiMaggio & Powell, 1983; Pfeffer & Salancik, 1977). The linking point between institutional 
theory and corporate reputation is that the social dimension is central to both. Since the 
institutional theory, or more specifically, neo-institutional theory, focuses on actions made by 
organisations that can influence stakeholders, corporate reputation concept focuses on 
differentiation between corporations in the same context. Hence, the influence made by external 
parties, such as governments, onto organisations can impact all of the stakeholders and be 
directly reflected in the organisational reputation.  
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New institutional theory is an excellent base for further analysis of the institutions from the 
perspective of cultural and human capital  (Campbell, 2004; Powell & DiMaggio, 1991; Scott, 
2001). Subsequently, DiMaggio and Powell (1983) contend that the institutionalisation is not 
limited to the organisational and individual level only, although influence from government, 
strategic networks and general societal expectations, affects socially acceptable behaviour across 
firms. These social influences initiate standardisation across company networks since similar 
structures and processes may be adopted. In line with this, several social aspects make an impact 
on institutionalization: public perception and government support as external stakeholders and 
the important constituents or internal stakeholders (Deephouse, 1996; Meyer & Scott, 1983; 
Baum & Oliver, 1991; Meyer & Rowan, 1977). Conversely, the whole process of 
institutionalisation is embedded in public expectation and strategic management. However, when 
the concept of reputation is observed from this angle, it can be noted that it has been 
institutionalised within corporations. In this regards Carroll (2013) draws a line and explains to 
what extent the concept of reputation has become institutionalised and how it became an 
important tool of the information environment. 
2.3.3 Legitimacy Theory 
The concept of legitimacy is based on institutional theory. Legitimacy theory represents the 
concept of interrelation between society and the institutions that exist within society. According 
to Hassan (2010) legitimacy theory comprises of two basic ideas: companies need to legitimise 
their activities where legitimacy processes provide some benefit for companies. In this regard, it 
can be argued that corporate reputation depends on the fundamental constituents that are 
legitimised in order to provide benefits by creating intangible assets. These constituents provide 
not only short-term goals but offer the enduring prospect that benefits, have to be maintained in a 
particular manner. 
It has been argued that legitimacy theory is based on corporate identity (Rao, 1994; Elsbach and 
Kramer, 1996; Rao et al., 2003), which is at the base of corporate reputation (Fombrun, 1996; 
Whetten and Mackey, 2002; Brown et al., 2006).  
Legitimacy theory has been used as a theoretical framework for studies related to environmental 
disclosure practices (Patten, 1991; Wilmshurst and Frost, 2000). In this regards, companies 
16 
 
disclose information in their annual reports about corporate social responsibility to show the 
public how they meet community and societal expectations (Deegan, et. al., 2002) which may 
also eliminate some public concerns.  
Legitimacy and stakeholder theories (as cited in Lanis and Richardson, 2013) both suggest that a 
corporation seeks to legitimise and sustain its relationship in the broader social and political 
environment in which it operates (Gray et al., 1995), although there is considerable difference 
between the two theories in the approach they take to the analysis of the role played by corporate 
disclosure in the relationship between a corporation and society. According to Boesso & Kumar 
(2007), the interrelation between legitimacy and stakeholder theory is reflected through demand 
for better disclosure practices that have an increased recognition and hence company interactions 
are not limited to shareholders.  
The distinguishing feature of legitimacy theory has been found in the study of Deephouse and 
Carter (2005), where the correlation between legitimacy and reputation has been examined on an 
institutional level. The main difference between these two concepts reflects on legitimacy theory 
focusing on social expectations and organisational behaviour, while reputation represents the 
organisational position in comparison to other organisations within the industry.  
Nevertheless, the legitimacy dimension is very much embedded in the concept of corporate 
reputation since organisations, for instance, take into account social expectations in order to 
build and maintain their reputation. This is, however, in line with the aspirational identity 
(Lewellyn: 2002) aspect which tends to answer the question as to how the organisation itself 
would like its internal stakeholders to perceive it. 
2.3.4 Resource-based View Theory (RBV) 
The resource based-view theory was first introduced by Wernerfelt (1984) in his article ‘A 
resource-based view of the firm’ where he attempted to develop a simple economic tool for 
analysing and utilising the resources of the firm defined as ‘tangible’ and ‘intangible’ assets 
which are tied semi-permanently to the firm. This theory is based on the idea of resource 
selection, distribution and utilisation that implies that the aim is to further indicate any potential 
divergence in  the performance of a firm irrespective of the economic climate in which the firm 
may exist. In line with the above, reputational issues are very much associated with this theory as 
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such an intangible asset stands as an important tool for the overall performance of the firm that 
further implies value creation and the well-being of society. 
William et al. (2011) state that the origins of the theory can be traced back to the work of David 
Ricardo in the nineteenth century. In the case of resource-based theory, important prior 
theoretical work comes from at least four sources: (a) the traditional study of distinctive 
competencies, (b) Ricardo’s analysis of land rents, (c) Penrose (1959), and (d) the study of the 
antitrust implications of economics (Barney and Clark, 2007, p.4-5).  
The RBV theory has later emerged into the area of strategic management (Barney, 1991). 
Consequently, the RBV concept can further be evaluated in that firms are motivated by a profit 
increase, simultaneously endorsed by management strategy that ensures the right tendency and 
the overall objectives of a firm. 
Verbeke & Tung (2012) critically evaluated studies of Ginsberg (1994), McGee and Thomas 
(1986), Zajac and Bazerman (1991) and concluded that variations across firms in resource 
strategies are a result of market imperfections that inhibit access to—or replication/substitution 
of—valuable resources. Thus, the competitive advantage of a firm is the outcome of deliberate 
resources selection, access, accumulation, and recombination, based on systematic assessment 
and value-optimisation, founded on managerial decisions in a context of resource mobility 
barriers. 
The resources of a firm were identified and characterised differently by several authors. While 
Wernerfelt (1984) names these as a ‘resources’, Prahalad and Hamel (1990) use the term ‘core 
competencies’ which are the underlying potential of the value creation for the stakeholders of a 
firm. Hall (1991) introduces the new term ‘capabilities’ and divides it into ‘having capabilities’ – 
that have positional capability such as reputation – and ‘doing capabilities’ – that represents 
skills and competencies. Liebenski (1996) claims that the most important resource of the firm is 
‘knowledge’ that has to be protected in order for firms to induce investment in strategic 
innovation. 
Barney and Clark (2007) suggested that a distinction between the resource terms can be drawn. 
However, they argue that despite the usefulness of understanding these differences and the full 
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range of resources a firm may possess, the effort made by the authors to identify these 
differences have at least one disadvantage – labelling their work as a ‘new’ theory of persistent 
superior performance. 
Following resource-based theory (Deephouse, 2000) corporate reputation is an important 
resource, which leads to competitive advantage indicating different stakeholders about the 
attractiveness of the organisation. From an internal stakeholder perspective, many studies have 
been conducted in the past thirty years which examined employee satisfaction and whether they 
identified with the company, as well as the impact of image on society (Highhouse et al., 1999; 
Andriopoulos and Gotsi, 2001). Subsequently, from the perspective of the firm, the link between 
RBV and stakeholder theory can be drawn. While the RBV concept represents the utilisation of 
resources of the firm by its employees, this further implies the value that a firm creates is on a 
larger scale and provides well-being to society. 
2.3.5 Signaling Theory 
All previously explained theories are closely interlinked with the concept of corporate reputation. 
Hence, signaling theory is in line with the resource-based view in that it provides indications 
whether the reputation is at risk or not. This is achieved based on screening assessments of the 
past actions of the company and its resources including human capital and financial assets. More 
precisely, signaling theory in the context of corporate reputation would mean the overall results 
of the past financial performance and stakeholder thoughts. Corporate reputation, however, has 
an antecedent which is, according to Fombrun and Shanley (1999), identified as a social 
performance that further implies general stakeholder thoughts and impressions of a firm. 
Respectively, the overall reputation of the firm indicates profit-related strength to its external 
stakeholders and its position against other firms within the industry (Hussainey & Salama, 2010). 
Equally, it can be asserted that these parameters can be additionally interpreted within signaling 
theory that leads to corporate responsibility disclosure practices. These send clear indications to 
stakeholders that can be further interpreted as a signal in the context of reputation. Subsequently, 
signaling theory can be used to measure the impact of corporate social responsibility and 




Signaling, as an action, is most efficient when both senders and receivers understand that a 
particular action is a signal (Moore, 2003). For instance, the ability of stock market traders to 
rapidly predict any change in the stock price followed by announcements of the World Bank, 
signals potential change and gives an opportunity to act accordingly in order to maximise 
chances of making profits. After reviewing a number of relevant theories to the concept of 
corporate reputation (CR), the research sets out to further explore and relate the theoretical 
underpinnings with the concept of corporate social responsibility (CSR), as one of the 
components of CR. 
2.4 Corporate Social Responsibility (CSR) 
A set of theories from Section 2.3 show a very strong interrelation with the concept of CSR 
which can be seen as an antecedent of corporate reputation. Corporate social responsibility 
(CSR) represents a manifestation of corporate culture in the form of its responsiveness towards 
society. The most prominent definition of CSR was formulated by Carroll (1979), who proposed 
that the social responsibility of a corporation includes four basic components: economic, legal, 
ethical, and discretionary expectations that society has of organisations at a given point in time 
(1979, p.500). CSR can be also defined as the obligation of the management to make choices and 
actions that will contribute to the welfare and interest of society as well as the organisation 
(Richard, 1988). These definitions in conjunction with the above theories portray the notion that 
companies are required to respond to the expectations of their stakeholders after employing CSR 
in their practices as their stakeholders monitor their CSR initiatives. 
Researchers have moved beyond just defining and identifying CSR activities and over the past 
50 years various theories on the strategic implications of corporate social responsibility have 
been developed. As cited in McWilliams (2006), Jennings and Zandbergen employed an 
institutional approach in order to study social responsibility in terms of environmental issues. 
The central idea of institutional theory is that institutions take a significant part in reaching an 
agreement within a firm on the subject of creating an “ecologically sustainable” organisation. A 
need for more socially oriented and positive approach from a managers can be found in a 
corporate social contract theory. This paradigm propagates the view that encourages the concerns 
of broader social welfare beyond profit making. According to this theory, businesses are part of 
society and need people as much as people need organisations (Dusuki, 2008). This theory 
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encourages an ethical and philanthropic approach to be implemented by businesses together with 
shareholders concerns. On the other hand, Dusuki (2008) stated that an alternative perspective on 
CSR is an instrumental theory. This causes socially responsible activities to improve the image 
of companies with no harm to the interest of shareholders. As such, this concept has several 
recognised supporters such as Burke and Logsdon (1996), Fombrum et al. (2000), Johnson 
(2003), Garriga and Melé (2004) and others. 
2.4.1 Corporate Social Responsibility and Corporate Reputation 
Since stakeholder theory proposes value creation in society, it is then strongly interrelated with 
corporate social responsibility, which implies the responsiveness of corporations in order to 
create value in society. According to Wood (1991) corporate social responsibility (CSR) 
represents the actual behaviour of firms towards their stakeholder. Conversely, Neville, et. al 
2005) define corporate reputation as being a consequence of the socially responsible actions that 
are expected from corporations. 
Carroll (1979) distinguished between three different CSR definitions. The first definition  has an 
organisational standpoint that questions the responsibility and ability to go further beyond legal 
and economic satisfaction and tends to “go the extra mile”. Another definition focuses only on 
the fulfilment of regular obligations for which this concept actually exists: i.e equality at 
workplace, disclosure practices, environmental issues, etc. The final definition is one that 
questions responsiveness itself. This means that companies ask following question: “Do we react 
to the issues or proact?” This approach further implies inactivity or irresponsiveness on one hand 
and proactive responses on the other (Carroll, 1979). 
Corporate reputation has been defined as: “a collective construct that describes the aggregate 
perception of multiple stakeholders about a company's performance.” (Fombrun, et. al, 2000, p. 
242), Deephouse (2000) defined it as the valuation of an organisation by its stakeholders in terms 
of their knowledge, respect and performance. While Fombrun (1996) claimed that reputations 
create responsibilities, which further imply its maintenance, Jones (1995) took a thorough 
approach and claimed that corporate reputation reflects the morality of an organisation and 
therefore is a reliable indicator of tendency towards opportunism (1995).  
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There are three schools of thought present in the ‘paradigm’ of reputation: evaluative, relative 
and impressional (Clarkson 1995; Freeman 1984). The disparity between them is which 
stakeholders group is being focused on, rather than subject areas. Stakeholder, in terms of the 
reputation measurement domain, can be classified as: internal (employees, managers) and 
external (customers, shareholders) whereas the evaluative and impressional schools are 
concerned mainly with single stakeholder interests, the relational school is based upon 
stakeholder theory which recognises that different stakeholders may have different expectations 
of a company (Clarkson 1995; Freeman 1984).  
The relationship between CSR and corporate reputation has been in focus since Fombrun (1996) 
developed his reputation quotient measurement technique. A positive relationship between two 
has been claimed ever since (Brammer and Millington, 2005). Corporate reputation as a concept 
encompasses the social aspect that is present in corporate social responsibility as well as other 
elements such as financial soundness that is part of the business mainstream. In this regard, 
Hillenbrand and Money (2007) investigated employee and customer conceptualisations of 
corporate reputation and their relation to corporate social responsibility. They conducted 
qualitative analysis of a total of 56 in-depth interviews with both customers and employees of a 
financial service company in the UK and examined a three-dimension relationship. The table 
below shows three themes of responsibility and eight clusters that correspond with the themes. 
  
Three themes of responsibility  Eight clusters of responsibility 
A business is responsible for …  
 
 
… how it relates to ME 
through communication 
through the kind of benefits it offers to me 
through the way it behaves with integrity, transparency 
and accountability 
and how that makes me feel 
 
… how it relates to OTHERS 
(that includes stakeholders and society in large) 
The local community 
The wider society 
Towards other direct exchange stakeholders (ie employees, 
customers, suppliers and shareholders) 
… how it relates to ITSELF Long-term business success 
Hillenbrand and Money (2007) 
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The findings suggest that corporate reputation and corporate responsibility are expressed through 
"similar and overlapping corporate behaviours and understood in terms of similar and 
overlapping stakeholder perceptions" (2007, p. 273). According to the results, Hillenbrand and 
Money (2007) suggest that these two concepts are in fact one and that corporate reputation and 
corporate responsibility should not be looked at individually. Others, however, do not conform to 
the notion of overlapping between CSR and CR and clearly distinguish between two stating that 
CSR is antecedent of CR. In that regards, Harrington (2008) states that by incorporating CSR as 
a means of stakeholder engagement, the competitive advantage for a firm can be generated. 
Similarly, Podnar and Golob (2007) and many others state that customers expect firms, not only 
to fulfil their legal obligations, but to be more ethical and conform to their magnanimity aspect. 
Farook (2011) states that proponents of political economy, legitimacy and stakeholder theories 
argue that corporations (management) provide CSR information as part of the dialogue between 
the corporation and greater society (Gray et al., 1995). 
It could be seen from the above sections that the concept of corporate reputation can be observed 
from multiple perspectives, hence a central aspect of it remains stakeholders perceptions, beliefs 
and expectations based on a company's actions and future prospects. It can also be seen that the 
main feature of all reviewed theories related to corporate reputation is stakeholder, it should be, 
therefore, noted that this research explored the concept from the multiple stakeholder 
perspective. 
2.5 Corporate Reputation Measurement 
It is unusual to find a department functionally responsible for managing reputation inside the 
organisation. This responsibility appears to be one of the roles of a board member, often the CEO 
(Davies and Miles, 1998). There are several contemporary models used to measure corporate 
reputation. Some of the most prominently used reputation measurement techniques are explored 
below. 
2.5.1 The reputation quotient (RQ) 
The reputation quotient, as a measurement tool which Charles Fombrun (1996) developed in 
partnership with Harris interactive, concentrates on stakeholder opinions and expectations of 
certain organisations including the general public, customers, employees, suppliers and  
investors. This has been designed to overcome methodological shortcomings of the previous 
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measurement techniques of  Fortune Magazine’s Most Admired Companies. The model has been 
tested on various people through online surveys, over the phone and through interviews 
(Fombrun and Van Riel, 2004: 52). The main focus of the RQ measurement model is a general 
public perception towards a certain company. The model entails measurement of social 
expectations (Hillenbrand and Money, 2007: 263) through six dimensions: products and services, 
vision and leadership, corporate social responsibility, emotional appeal, financial performance 
and workplace environment that are further narrowed down to the attributes that are interpreted 
via questions.  
Since the RQ aligns with the multiple stakeholder approach, it is expected to provide more 
meaningful results than studies that employ the single-stakeholder view, internal or external. 
Hence, Fombrun (1996) conducted a study that focused on certain stakeholder groups in ten 
different countries. Some of those stakeholders had no familiarity with the companies they were 
asked to rate (Fombun and Van Riel: 2004). Questions were asked such as “What is corporate 
reputation? And what aspects make it up?” (Hillenbrand and Money: 2007). The RQ has already 
been used internationally (Groenland, 2002; Walsh and Wiedmann, 2004) and has been proven 
as reliable and valid through different measures and can be applied to any individual stakeholder 
groups (Wartick, 2002). 
In this regards, Fombrun (1996) has not taken into account the dimension of cross-cultural 
differences, which entails that the concept of reputation might be perceived in different ways in 
each of the countries. This, perhaps, could be one of the shortcomings of this measurement 
technique. Hence, corporate reputation is a complex issue that requires further exploration,  
Fombrun’s (1996) attempt of the  measurement technique generalization could be argued as 
irrelevant. However, this measurement technique is the most relevant to this study as the main 
focus comes from the ethical and morality perspectives. In particular, social aspects are central to 
RQ and this is the linking point between this measurement tool and stakeholder theory, which 
has as a main concern the value creation process. In this regards, the RQ tool will be utilised in 
combination with other measurement tools in the process of the creation of a unique reputation 
measurement technique for Islamic banks. 
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2.5.2 Fortune magazine (Most Admired Companies-MAC) 
Fortune magazine developed a survey, along with the HayGroup, through which CEOs, brand 
managers and financial analysts were asked about their personal views of listed companies in 
terms of innovation, financial soundness and social responsibility (Hillenbrand and Money 
2007:262). The ranking survey was developed in 1983 and the method of selection was, 
primarily,  the presence of the company within the Fortune 500. Subsequently, the companies 
were separated by industry and the survey questionnaires were developed accordingly and sent to 
more than 12000 CEOs, managers and analysts (Stark, 2002, p.4). 
According to Stark (2002) the targeted groups of individuals were asked to rank companies on 
nine attributes: innovativeness, overall quality of management, long-term investment value, 
social responsibility to the community and the environment, ability to attract and retain talented 
people, quality of products and services, financial soundness, wise use of corporate assets and  
effectiveness in doing business globally (as cited in Hay Group 2002). 
Filbeck et. al. (1998) conducted a study on reputation from the perspective  of the investor where 
the method used was Fortune Magazine’s Most Admired Companies results in which eight key 
reputation attributes were analysed. They focused on the 1983 survey for two reasons. Firstly, it 
was the first year of surveying the companies and potentially it may have had the strongest 
impact on the market, and secondly, the same firms were appearing in the Fortune magazine year 
after year with different ranking results. The top 50 and the bottom 50 companies were used as a 
sample and compared to the NYSE Composite Index. The results show that most top 50 
companies outperformed which further implies that if an investor has a well-diversified portfolio, 
they can earn greater return on investment with the higher ranking admired companies.  
Similar to the Filbeck et. al. (1998) study, Antunovich et al. (2000) examined high-quality firms 
with a yield of above average returns by using Fortune Magazine’s America’s Most Admired 
Companies (AMAC) rankings as a proxy for corporate reputation. The study formed the 
investment portfolio based on corporate reputation where all non-publically traded companies 
were excluded. The method of decile-splitting was employed where the first group of companies 
listed was the most admired, second group was the least admired and the third were all other 
firms in the other deciles. Their results suggest that reputation has a very strong correlation with 
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investment results. Findings show that the most admired companies outperformed the market, 
whereas the least admired companies underperform. The study also demonstrated company 
executives’ ability to better forecast stock returns than the financial industry analysts. 
The MAC evaluation process could be considered as single-sided. The reason to categorize it as 
such is because it focuses on high-ranking managers opinions only and disregards opinions of 
other stakeholders.. This could be classified as an attempt to employ internal and external 
stakeholder views of selected companies. Hence, this was only on a senior management and 
professional level, without taking into consideration other types of internal and external 
stakeholders. For instance, employees of  certain companies could, perhaps, have a completely 
different opinion on all or of a single attribute measured. The fact of considering only the 
opinions of senior management and professional opinions and not contemplating the opinions of 
other stakeholders could be classified as one of the shortcomings of the MAC method. 
2.5.3 Corporate Character Scale 
The Corporate character scale has been designed by Davies et al., (2003), which provides with 
customer and employee perceptions of certain organisations. The scale has a trait approach, 
which organizes 7 dimensions: agreeableness, machismo, competence, enterprise, chic, 
ruthlessness and informality. that are further separated on facets and items (Davies et al., 2004, 
p.136).  
The corporate character scale was developed based on the Aaker (1997) branding scale from the 
level of brands to that organisation (Hillenbrand & Money, 2007, p.263). The Aaker scale 
involves five factors, such as sincerity, competence, sophistication, excitement and ruggedness 
divided onto 42 items which were incorporated within the survey questionnaire. Davies et al. 
(2003) extended the original Aaker scale where the traits of corporate character are the words 
used to describe an organisation. They aimed to make a multidimensional construct which 
resulted in measurement challenges in identifying such a construct, as the tested dimensions 
could be repeated in potential scale items (Davies et al., 2004, p.131). The main survey obtained 
4626 responses out of which 2565 were customers and 2061 customer-contact employees, 
resulting in over an 80 percent response rate. Confirmatory factor analysis was used to validate, 
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confirm and make unidimensionality and later, inter-correlation between customer and employee 
responses, in addition, means, standard deviation and reliability were calculated (2004).  
Davies et al. (2004) believed that the developed scale can be used to measure the reputation of 
any organisation since the dimensions tested are believed to be generic. Hence, they outlined 
some of the implications, or perhaps shortcomings, of the corporate character scale. Firstly, not 
all organisations are the same, since they differ by industries, and therefore there might be some 
parameters measurable in one and immeasurable in other organisations. Secondly, common 
dimensions were identified for both customers and employees; hence, there is a possibility of 
overlooking any specific ones that could be allied to one group. Lastly, considering the timeline 
as a factor for measuring reputation, the corporate character scale contains dimensions that are 
relevant at present and may not be in the future. Therefore, Davies et al. (2004) suggest that the 
scale could be tested in different contexts and revalidated over time (2004, p.143). 
2.5.4 Stakeholder Performance Indicator Relationship Improvement Tool (SPIRIT) 
Another corporate reputation measurement tool called SPIRIT was developed in 2000 by 
MacMillan et al. over seven years of conceptual and empirical research. According to MacMillan 
et al. (2004) the SPIRIT model aims to give an insight to corporate managers to look through the 
prism of corporate governance, corporate reputation and corporate responsibility and propose 
that the dimension of trust is central to all of these collectively. Following the assumption that 
reputation exists in the minds of stakeholders (Rayner: 2003; Schultz, Hatch and Larsen: 2000), 
MacMillan et al. (2004) question, which key stakeholders groups are most important in 
identifying the reputation of the firm. Waddock (2002) outlined the most important stakeholders 
to the business: employees, customers, shareholders, suppliers and the community; MacMillan et 
al. (2004) justified it as the stakeholder groups that the business relies upon most on its current 
and future trust. 
SPIRIT is two-tiered model, which according to author includes Stakeholder Performance 
Indicator (SPI) and Relationship Improvement Tool (RIT). SPI, as a first segment of SPIRIT, 
gives an analysis of stakeholder experiences and their outcomes, or relationship to businesses, 
having four main features: stakeholder experience of business behaviour, stakeholder experience 
of outside influence, stakeholder behavioural support to business and stakeholder emotional 
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support to business. The Relationship Improvement Tool (RIT) is a second segment of SPIRIT 
and it has the function of providing an indication to the board of whether the business reputation 
is at risk. This is achieved through the regression analysis of the SPI results that show which 
drivers (direct experiences of business) are most significant to endanger the reputation of the 
firm by bringing positive or negative outcomes for a business (stakeholder emotional or 
behavioural support to business) (MacMillan et al. 2004, p.28).  
Furthermore, MacMillan et. al., (2004) described the SPIRIT test methodology in four stages:  
- The SPIRIT is tailored to suit the context of the company (customers and management as focus 
groups);  
- The questionnaire is subjected to standard validation and reliability tests (questions analysed to 
establish whether the questions under the trust category don’t fall under i.e emotional 
commitment question group; and reliability is assessed using Cronbach Alpha Reliability Score); 
- The SPI is applied (after regression analysis applied, mean and median calculated, the SPIRIT 
technique at this stage can give information to the management as to whether the stakeholders 
had positive or negative experiences) 
- The RIT is applied (RIT results are in causal relation with those from SPI and it assesses the 
overall outcomes) (2004, p. 30). 
Unlike the SPIRIT, the Reputation quotient (RQ) (Fombrun, 1996) and Corporate Personality 
Scale (Davies, et al. 2003) applies only to customer and employee views in terms of a 
personality-metaphor. SPIRIT (McMillan et al., 2004) is a measurement technique that is less 
common then the previous three; it indicates only the expectations of stakeholder in a business 
relationship. 
The aforementioned measurement models evaluate reputation through different characteristics 
such as financial soundness, employee and customer satisfaction / expectation, quality of 
management, social responsibility, quality of products and services, workplace environment, and 
investment value.  
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Furthermore, Fryxell and Wang (1994) argue that use of single measurement items to measure  
non-financial attributes (i.e. one-dimensional measurement of such as CSR only) would not 
provide the meaningful results in terms of overall reputation examination. Therefore, by 
measuring only, the financial performance of Islamic banks, without considering the 
distinguishing feature of ethics and social orientation that is embedded in the ethos of Islamic 
banks, would not provide with a comprehensive measurement scale. Therefore, this study 
considers all contemporary parameters of reputation measurement in the process of developing a 
platform for better understanding of corporate reputation. 
2.6 Determinants of Corporate Reputation 
Like any other concept, reputation has drivers that underpin its philosophy and enables it to 
become better perceived by the public and interpretable within the boundaries of its complexity. 
Since there are different approaches in measuring corporate reputation, different reputation 
drivers have been identified by researchers. Nevertheless, there is a very small deviation between 
the opinions of researchers in regards to what actually drives reputation. Rayner (2003), for 
instance, introduces the dimensions of belief, experience and expectation where the reputation is 
underpinned by these elements. According to her, belief is about what business is for and how it 
does it; furthermore, believe in fact supports our expectations of future business actions in 
particular situations measured against the experience of what a business actually did in the past 
(2003, p.13). Furthermore, Rayner (2003) elaborated seven different drivers, which determine 
corporate reputation. These entail: financial performance and long-term investment value, 
corporate governance and leadership, regulatory compliance, delivering customer promise, 
workplace talent and culture, corporate social responsibility and communications and crisis 
management. From the perspective of the financial analyst, Gabbioneta et. al., (2007) outlines 
four drivers: financial performance, financial disclosure, corporate governance and vision and 
leadership. The results of their study display a high correlation with the overall disposition of 
securities analysts towards a company. Many other researchers came up with different reputation 
drivers such as loyalty and satisfaction from the investors (Anderson et al., 1994; Patterson & 
Spreng, 1997; Lam et al., 2004; Helm, 2007), quality of management (Schwaiger, 2004), 
superior quality and reliability of products and services in order to improve the efficiency of 
marketing efforts (Raithel et. al., 2010), products and services with a price premium (Klein and 
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Leffler, 1981; Shapiro, 1983), employee attraction (Caminiti, 1992; Grady 2010; Haywood 2005; 
Kim and Rhee, 2011), etc.  
The Fombrun (2003) Reputation Quotient will be utilised as a pre-existing measurement scale 
that will have the function of the main frame in the process of developing a platform for better 
understanding of corporate reputation for Islamic banks. This type of measurement will be 
achieved through a questionnaire designed in the light of previously identified attributes. This 
type of reputation measurement technique will mainly rely on stakeholder theory in practice and 
will signify the importance of multiple stakeholder opinion. 
2.7 Conclusion 
This chapter primarily focused on reviewing the relevant literature that provides with better 
understanding of the concept of corporate reputation. As such various definitions of corporate 
reputation were stated which clearly show their similarity as they are all stakeholder-centric. The 
underpinning notion of creating value for stakeholders is best explained in stakeholder theory 
that promotes the responsiveness to wider community needs and expectations. 
In line with the above, corporate social responsibility (CSR) is seen as an important element of 
each business which is also embedded in the stakeholder theory. CSR then becomes a starting 
point for various corporate reputation (CR) scales. Several CR measurement tools were stated in 
the chapter and it is evident that each one is strongly connected to the concept of CSR through its 
dimensions and parameters. 
All sections mentioned in this chapter contribute in large in conceptualising corporate reputation 
in Islamic banking and finance. What is evident is that the conventional measurement tools have 
a mutual points with the principles of Islamic law (maqasid al-Shari'ah) that is further explained 
in Chapter 3. This will help the researcher to develop the criteria that can be effectively utilised 







LITERATURE REVIEW ON FOUNDATIONS OF CORPORATE REPUTATION 
IN ISLAMIC FINANCE 
3.1 Introduction 
 
Although the interest in measurement of corporate reputation for Islamic banks has increased 
with time, the lack of literature in this research field does not allow rapid progress of the 
discipline. The challenges of reputation measurement have not received enough attention despite 
the fact that reputation is considered as one of the main company assets. There are number of 
issues related to the corporate reputation of Islamic banks which this chapter further evaluates. 
In this chapter, the concept of the Islamic moral economy, as a starting point in developing a 
reputation measurement scale for Islamic banks, is evaluated. The concept of the Islamic moral 
economy is embedded within the axioms of Islamic law (Asutay, 2013), which are derived from 
the much broader concept of Maqasid al Shari’ah. In this chapter, Maqasid-based social 
performance indices are evaluated as a base for further reputation measurement scale 
development. These measurement scales are socially-oriented and focus on different aspects of 
the social interactions of Islamic banks with wider society. The evaluated indices are the 
foundations for the concept of corporate social responsibility, which is one of the parameters of 
corporate reputation. 
This chapter provides detailed assessment techniques for the social performance of Islamic banks 
and raises a set of questions that are to be implemented and detailed in the research methodology 
chapter. It provides an answer to the following questions: What are the foundational principles of 
corporate reputation in Islamic finance? What are the social parameters in measuring the 
corporate reputation of Islamic banks? This chapter is based on a review of a number of studies 
related to corporate social responsibility, business ethics and social performance indicators. 
3.2 Conceptualising corporate reputation through Islamic moral economy 
As an antecedent and basis of Islamic finance, the Islamic moral economy has been a focus for 
contemporary academics (Chapra 2000, Siddiqi 1981, Ahmad 1980, 1994, 2003, Naqvi 1981, 
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1994, 2003). The failure of the economic system of the Muslim world in the early 1960s has 
initiated these academics to rethink the economic concept through the lens of morality that is 
embedded in Islamic ontological and epistemological sources, the Qur’an and the Tradition of 
Prophet Muhammad (p.b.u.h.) (Asutay, 2013, p.56). To better understand the concept of the 
moral economy, Chapra defined the Islamic economy as “the branch of science that helps to 
realise human welfare through the allocation and distribution of resources which are scarce in 
accordance with maqasid.” (Chapra 2000, p.125, as cited in Asutay 2013, p.57).  
 Asutay (2007) argues that the concept of the Islamic economy is considered as a system and the 
distinguishing features that make it a “system” are as follow: 
 “It is part of Islam 
 It deals with production, consumption and distribution activities of human beings 
according to Islamic worldview 
 It makes economic and financial choices according to Islamic norms 
 It describes, analyses, and prescribes, as in the case of other economic systems” (Asutay, 
2007, p.6). 
As a reflection on the above definition of the Islamic economy (Chapra, 2000) that clearly 
focuses on human welfare and the distinguishing features of the concept of an Islamic economic 
system (Asutay, 2007) that, unlike other economic systems, has a religious set of norms and 
principles central to the welfare function, there is a need to conceptualise reputation within this 
context. To help the researcher in identifying the determinants of corporate reputation from an 
Islamic financial perspective, it is essential to further elaborate principles of the Islamic moral 
economy in which the axioms are summarised. 
3.2.1 Axioms of the Islamic moral economy 
The concept of an Islamic moral economy has been founded on the ethical axioms that are 
fundamental elements of corporate reputation- related discourse in the Islamic finance industry.  
Asutay (2013) has summarised the axiomatic principles of an Islamic moral economy based on 




1. Profession of the unity of Allah (tawhid). This axiom serves as a vertical ethical principle 
of equality of humankind in terms of using God’s bounties on Earth. Similar to the 
second dimension of utility function (Hereafter), the Islamic moral economy is a two-
dimensional concept that reflects positively in one’s doing good on its final outcome in 
the Hereafter and as such it tends to provide “the value framework within which 
economic activity is expected to take place according to Islamic norms” (Asutay, 2013). 
2. Social justice and beneficence (adalah and ihsan). Under the tawhidi framework 
explained above, social justice and beneficence implies equality of individuals in their 
everyday life and their inequality in wealth. Therefore it implies the beneficence of those 
who are wealthier to those less fortunate in order to achieve ihsan and reward for it. 
According to Naqvi (1994), this axiom represents “social equilibrium”.  
3. Tazkiyah (purification), as a consequence of the previous axioms, an articulate pre-
assumed increase in social, economic and biological environments that is in balance with 
the key constituents (stakeholders) (Asutay, 2013).  
4. In the light of above stated axioms, rububiyah - which generally means that Allah is the 
ultimate provider of sustenance, the One who creates, nourishes and owns everything - 
serves as a God consciousness element. As such this axiom “directly refers to divine 
balance in the world and implies a coordinated perfection within all stakeholders in a 
society for every activity” (Asutay, 2013). 
5. In reflection of rububiyah, as an individual’s responsibility towards God, tazkiyah, as an 
individual’s purification and responsibility towards him/her self and al-adalah wa-l 
ihsaan or responsibility towards others, implies that adherence to these axioms creates 
social harmony and balance. In this context, Asutay (2007) states that “being a conscious 
part of a society implies a functional responsibility towards society” and furthermore, as a 
consequence “every asset owned or managed by private or public entities is attached with 
social responsibility” (Asutay, 2013). 
6. Free will (ikhtiyar), in the context of an Islamic moral economy, means that the freedom 
of an individual in performing actions within lawful boundaries are set and regulated by 
broad guidelines. In other words, Allah has given humankind the ability to think and to 
choose whatever actions to perform. Naqvi (1994) states that human freedom is 
“unrestricted and voluntary”, which means that the human has complete freedom to 
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choose his/her actions, regardless as to whether they may be considered ethical or 
unethical.  
7. Vice-regency (khilafah) is an axiom within the “tawhidi framework” as expressed by 
Asutay (2013) which means that Allah has created humankind with the purpose of 
fulfilling their duties in different aspects of their life within the set of prescribed rules. In 
other words, a human is responsible for promoting good and forbidden from everything 
that is harmful which further implies contribution to society with beneficence and 
accomplishment of falah in the hereafter as the ultimate goal. These implications are 
articulated in a sense of “solidarity, sustainable consumption of resources, which are trust 
from God, pursuing a humble lifestyle and having human freedoms to conduct daily life” 
(Asutay, 2007a, p.8). 
These axioms, according to Asutay (2013) encompass the ideal framework of an Islamic moral 
economy which is a manifestation of the more general principles of Islam (maqasid al Shari’ah). 
3.2.2 Maqasid al Shariah definition  
The word “maqsad” [plural: maqasid] in Arabic exemplifies several meanings. These are aim, 
objective, goal, purpose, and aspiration hence, the overall aim of Islamic law is to promote 
welfare or benefit (maslahah) of mankind and prevent harm (mafsadah).  
Imam Al-Ghazali (1997) defined maqasid as the objectives of Shari’ah that promote well-being 
of people by protecting their faith, life, intellect, posterity and wealth. Without safeguarding 
these objectives, the normal order in society would not exist and would ultimately lead to its 
destruction and collapse. 
Dusuki (2011) cites Imam Al-Shatibi saying that the primary goal of the Shari'ah is to free man 
from the grip of his own whims and fancies, so that he may be the servant of Allah by choice, 
just as he is one without it. This particular definition reflects a servant-Creator dimension and the 
aspirational goals of existence in this world. 
According to Ibn Ashur, “the overall objective (Maqsad ‘Amm) of Islamic legislation is to preserve the 
social order of the community and insure its healthy progress by promoting the well-being and virtue 
(Salah) of the human being. The salah of human beings consists of the soundness of their intellect and 
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the righteousness of their deeds, as well as the goodness of the things of the world in which they live that are 
put at their disposal” (2006, p.91). Unlike the previous two, Ibn Ashur’s definition provides a broader and 
epistemologically underpinned meaning of maqasid al Shari’ah that directs to the conceptualisation of the 
greater aim of welfare provision to society as a whole. 
3.2.3 Classification of Maqasid al Shari’ah 
Many scholars classified objectives of Islamic law into different categories, out of which a three-
point classification is the most widespread: essential masalih (dharuriyyat), complimentary 
masalih (haajiyyat) and embellishments (tahsiniyyat). This specific classification was first 
introduced by Imam Al-Shatibi and later acquired by many scholars.  
Essential benefits (dharuriyyat) consist of those, which preserve human faith, life, intellect, 
posterity and wealth (Al-Shatibi; 2:226). The fundamental benefits that promote ultimate well-
being have their textual origin in the Qur’an and Tradition of Prophet Mohammad (p.b.u.h).  
Complementary benefits (haajiyyat) are those benefits that tend to eliminate harm but do not 
create a threat to the normal order of life (Kamali, 2008). As an example Kamali (2008) states 
concessions (rukhas) such as the shortening of daily prayer and opening of the fast for the sick 
and the traveller without which the normal order of life would not be affected and hence are 
recommended. 
Embellishment benefits (tahsiniyyat) signify interests whose realisation leads to refinement and 
perfection in the customs and conduct of people at all levels of achievement (Al-Shatibi). Unlike 
the previous two, without fulfilling these benefits the normal order of life will not be affected by 
any means. 
Hence, one of the great scholars of 19
th
 century, Muhammad Al-Tahir Ibn Ashur, wrote on the 
objectives of Islamic Law (Maqasid al Shari’ah) with the contemporary approach that covers the 
in-depth objectives in Islamic financial transactions. Ibn Ashur did not restrict the category of 




Equality, according to Ibn Ashur (2006), is a natural dimension by which all human beings are 
equal in respect to their humanity and have equal rights to general welfare and protection from 
harm. This dimension of equality is underpinned by the general objectives of Islamic law: 
protection of life, property and progeny. Equality then signifies the dimension that is set by 
Islamic legislation that encompasses Muslims, as well as non-Muslims as long as there are no 
impediments caused and other objectives of Islam are not violated; meaning, in instances where 
the result of fulfilling the objective of equality does not create welfare and causes harm. These 
instances are defined as incidents (‘awaridh) (Ibn Ashur, 2006, p.146-148). 
This objective of Islam is articulated in contemporary corporate reputation measurement scales 
where the key stakeholders are looked at through the attitude of a company towards fair and 
equal job opportunities for its employees and fair and equal treatment of all customers. 
Another objective of Islamic law evaluated by Ibn Ashur (2006) is freedom. This objective, 
according to Ibn Ashur, has two meanings: 
 freedom in the sense of acting freely without seeking consent for intended actions, what 
is completely opposite is slavery; this objective has exceptions where the conduct of 
legally incompetent people cannot be taken into consideration under this category 
 freedom as a metaphorical meaning derived from the above explained meaning; it 
represents “person’s ability to act freely and handle one’s affairs as one likes, without 
opposition from anyone.” (2006, p.154) 
In further explanation of the freedom dimension as one of the objectives of Islam, Ibn Ashur 
(2006) states: 
- freedom of belief which has its ontological roots in Qur’an “and there is no coercion in 
matters of faith” (Qur’an, 2:256) 
- freedom of expression that means the free expression of beliefs and thoughts by an 
individual within the boundaries of permissible 
- freedom of action meaning the ability of a person to handle their own and the affairs of 
others again within the boundaries of permissible 
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Magnanimity, as a middle point between sternness (taqyid) and indulgence (tasahul) is another 
objective of Islam that Ibn Ashur abstracted from the other objectives. It is moderation and ease 
in transactions between people. In regards to this, there is an authentic Tradition of Prophet 
(p.b.u.h.) in which he said: “May God’s mercy be on him who is lenient in his buying, selling, 
and in demanding back his money” (Al Bukhari). 
Transparency in wealth and property is another objective of Islamic law, which if adhered to, can 
result in public and individual welfare. In that regards, Ibn Ashur (2006) states verses from the 
Qur’an where Allah commands protection of wealth and property. Having a clear record of the 
property for the owner directly means prevention of associated risks and disputes and, according 
to Ibn Ashur (2006), it can be achieved by obeying the following: 
- an owner should have an exclusive right to what has been earned lawfully so this right is 
not subject to any kind of delay or risk 
- an owner of the property is free to manage his/her wealth according to Shari’ah rulings 
- the property should never be taken away from its owner this is categorized as an unjust 
act by the Shari’ah principles 
- property/wealth should be acquired only in a lawful and permissible way. 
In light of the above, the objectives of Islamic law are for the benefit of the individual and 
community as a whole. Based on the reviewed literature in Chapter 2, where the clusters of every 
reputation measurement tool contained social dimension, there is a clear indication that the 
reputation segments are correlated with the objectives of Islamic finance. As such, these serve as 
an ethical base in determination as to whether the institution, that exists within a community and 
consists of individuals, who are part of that community, is regarded as an institution that has a 
positive impact by creating public welfare.  
Therefore, the objectives that are derived by Ibn Ashur (2006) will be mainly used to further 
structure this research and hence, it will help to interlink these objectives with the existing 
reputation measurement parameters. 
The idea of further investigating the phenomenon of corporate reputation in Islamic banks is also 
to explore whether they differ from conventional banks in terms of social orientation. Since 
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Islamic finance is considered to be an integral part of an Islamic economic system that is socially 
oriented, the overall goal of this system is to promote economic growth as well as justice and 
equality (Siddiqi, 2004). This implies that other than fulfilling the legal requirements, an Islamic 
financial system should also cater to the social needs of a society (Ahmed, 2011). There is also a 
general agreement (Siddiqi, 2006) that the objectives of Islamic law (maqasid) should be 
inherent in the operations and products of Islamic financial institutions. Similarly, Chapra (2000) 
realised the objectives of Islamic law (maqasid al Shari’ah) as those which promote a society of 
well-being, where every individual and organisation commits to justice, equity, and freedom. He 
stresses that the nature of Islamic banks is a balance between profit in this world and attaining 
ultimate profit in the hereafter, in other words, well-being (falah). Consequently, falah can be 
achieved only by adhering to these objectives and fulfilling obligations on an individual, as well 
as on a collective basis. In practical terms, these objectives are transformed and manifested 
through social responsiveness, which can be found in the attributes of corporate reputation. 
These attributes are mainly tested through the lens of stakeholders' observations and experiences. 
The following sections outline some of the most significant measures of social orientation in 
Islamic banks.  
3.3 Maqasid al Shari’ah-based indices 
Several research interventions have been conducted in an attempt to conceptualise ethicality, 
social performance, corporate social responsibility and other dimensions of Islamic finance, 
through maqasid-al-Shari’ah based indices. These indices can serve as a base for the conceptual 
framework in creating a platform for better comprehension of the concept of reputation in 
Islamic financial institutions since the dimensions and parameters examined have many 
similarities with conventional reputation scales. These reputation measurement scales were 
reviewed in Chapter 2. 
3.3.1 Islamicity Disclosure Index 
Disclosure can be seen as one of the components of reputation based on which different 
stakeholder groups perceive certain organisations. Hameed et. al (2004) contributed with an 
index that can be effectively utilised by Islamic banks in their assessment of financial, social 
performance and environmental compliancy since the index is based on Islamic finance 
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objectives. In creating the Islamicity Disclosure Index, Hameed et. al (2004) reflected on several 
indices used to examine different elements of companies they are: disclosure index (Botosan, 
1997), environmental disclosure index (Sarah & Stanwick, 1998), corporate governance index 
(Klapper & Love, 2002) and social responsibility index (Griffin & Mahon, 1997). In addition to 
these considered indices, Shari’ah compliance indicators were also included as the essential 
element in the screening process of the annual reports of two Islamic banks (Bahrain Islamic 
Bank and Bank Islam Malaysia Berhad). Furthermore, Hameed at. al. (2004) also introduced the 
Islamicity Performance Index which is comprised of financial aspects of Islamic banks that are 
embedded in maqasid al Shari’ah and as such differ from conventional financial performance 
indices by emphasising on socially-oriented aspects. 
This particular index shares common ground with the concept of corporate reputation in terms of 
disclosure or perhaps is a dimension of transparency in disclosure, which represents one of the 
elements of corporate reputation. The question of concern is how much information banks 
disclose in their reports and how transparently they do it. What type of information and to what 
extent do Islamic banks disclose in their reports, could be another scope of research which would 
involve research utilising secondary data. 
3.3.2 Ethical Identity Index 
Haniffa and Hudaib (2007) developed an index allied to Islamic banks which can be very 
effectively used to determine the level of social orientation of Islamic banks, which is as 
important as making profit. The emphasis has been put on the examination of potential 
discrepancies between what is ‘communicated’ in annual reports and the ‘ideal’ ethical identity 
which was identified through Ethical Identity Index. 
Through their developed Ethical Identity Index, they assessed seven Islamic banks over three 
years out of which only one bank has an above average mean, where the remaining six have 
discrepancies between what is communicated in annual reports and the ideal ethical identity. The 
focus of their study was an assessment of the congruence between the ‘communicated’ and 
‘ideal’ ethical performance. This was realised through their index which comprised a total of five 
themes that were further extended into eight dimensions (Haniffa and Hudaib, 2007). The 
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scoring was carried out in a sense that if an item in the research instrument was mentioned, it 
was therefore scored one; conversely, if not communicated in report, it was scored zero. 
The result of the study identified the lack of attention of the examined banks towards the social 
dimension that is embedded in context of Islamic finance. Haniffa and Hudaib (2007) stressed 
the importance and implications of the social dimension for communication management and 
suggested significance. Conversely, if Islamic banks do not pay more attention to the social 
dimension, it can have a negative impact on its image and reputation in society and, 
consequently, it may remain uncompetitive (Haniffa and Hudaib, 2007).  Their study is based on 
a secondary data analysis which, may not very well depict the real state of the reputation of a 
company since the opinions of stakeholders in this case were not examined. Nevertheless, the 
study shows at the same time that disclosed financial and non-financial information of Islamic 
banks can be examined in light of ethicality. As such, the results of such examinations can be 
published and made transparent, based on which the stakeholders may build their opinions and 
judgements.  
3.3.3 Maqasid al Shari’ah Index 
The need for developing performance measures of Islamic banks has been the focus of many 
academics. Mohammed et. al (2008) proposed the measure from the perspective of Maqasid al 
Sharia’ah that would complement the financial objectives of Islamic banks. Their Maqasid-
based index is comprised of three types of objectives that are divided into parameters and 
elements. 
The Maqasid al Shari’ah index is founded on Abu Zahrah’s conceptualisation of Shari’ah 
objectives and the study focuses on performance ratios, performance indicators and the overall 
Maqasid Index. This has been realised by utilising Sekaran’s (2000) method to quantify Maqasid 
dimensions into measurable indicators that were evaluated afterwards. Mohammed et. al (2008) 
used a triangulation process and combined two research methods: interviews and questionnaire 
surveys. They interviewed twelve experts in the area of Islamic banking, economics and Fiqh 
aiming to verify and justify the appropriateness of the proposed Maqasid-based model. Another 
method used was a questionnaire where sixteen experts alike were asked to distribute the weight 
of the proposed dimensions of the Maqasid-based index.  
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The proposed concept of measuring the socially-oriented performance of Islamic banks has a 
symmetric relationship with the contemporary measurement tools for corporate reputation. 
Corporate social responsibility, workplace environment, emotional appeals (Fombrun, 1996) are 
just few of dimensions that have its foundations in Maqasid al Shari’ah which are in focus of 
this research. 
3.3.4 Shari’ah-based Ethical Performance 
Another dimension introduced by Bedoui (2012) shows attempts to rationalise and present an 
alternative to a financial market and the base to evaluate business conduct through the prism of 
ethics. A long-term attempt of academics to approach problematic situations that the Islamic 
banking industry faces, shows their extensive concerns about the future of Islamic financial 
institutions. The future prospects of financial institutions are embedded in definitions of 
corporate reputation and therefore these attempts have their basis in rationalising corporate 
reputations of Islamic financial institutions through ethical conduct that is also central to the 
Bedoui (2012) study. The proposed model, according to Bedoui (2012), is based on Maqasid al 
Shari’ah principles that can be found in different interpretations by different scholars (Ibn Ashur, 
Al-Shatibi) but at the same time it has interrelation with sustainable development.  
Bedoui’s (2012) model is based on Najjar’s visualisation of Maqasid (objectives) which consists 
of 8 axes that serve as a consequence of the main four Maqasid (objectives). The concept is 
explained in Table 1. 
 
Table 1 Visualisation of Najjar’s model 
Maqasid al Shari’ah Consequence 
Safeguard the value of human life 1. Faith 
2. Human rights 
Safeguard of human self 1. Self 
2. Mind 
Safeguard the value of society 1. Prosperity 
2. Social entity 
Safeguard physical environment 1. Wealth 
2. Environment (Ecology) 
Source: Author’s own 
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Bedoui then introduced a performance measure technique by implementing mathematical 
formula based on the law of sinus where he measures an orientation level of each objective. The 
balance performance measurement is applied to institutions that give equal attention to maqasid, 
whereas an institution with unequal focus to different maqasid could utilise different formula. 
This formula measures individual weight between measured (proposed) maqasid.  
Similar to all previously evaluated ethical performance models, Bedoui’s (2012) attempt to 
generate a measurement scale is embedded in his desire to bring accuracy to the managerial tasks 
of Islamic financial institutions. His model illustrates all of the values that a human being should 
be devoted to protect and implement in everyday life. In particular, the consequences of 
previously established maqasid are central to Bedoui’s model. These consequences are 
symmetric with the contemporary reputation measurement scales associated with conventional 
corporations and firms, however the terms used may differ. Therefore, based on similarities in 
measurement scales between Islamic financial institutions, to which ethics are central, and 
corporate literature that focuses on reputation measurement, we can draw the line and say that 
they all have the same objectives. The difference is whether the aims of conventional institutions 
are the same, or perhaps similar to those of Islamic financial institutions. This study attempts to 
focus on this problem and attempt to answer such question. 
3.4 Principles of Islamic Finance 
Every financial activity in Islamic banks should be guided by the principles of Islamic finance 
which essentially stipulates that every transaction and increase in revenue must come from 
legitimate source. The principles of Islamic finance have been the focus of Islamic finance 
scholars (Dusuki, 2008; Kahf & Khan, 1992; Farooq, 2007; Chapra, 1979) and those were 
classified in different ways. Hence, the core Islamic finance principles are exactly the same 
according to all Islamic finance scholars, however, they are classified in a different manner. The 
principles are derived from the Holy Qur’an and the Tradition of Prophet Mohammed (p.b.u.h.). 
Kahf (2006) classified the Islamic finance principles in two categories: general and objective 
specific. General principles, according to Kahf (2006), are those that are common in all legal 
systems and societies, such as civil aptitude, consent and moral foundation, while the objective 
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specific are those in which Islamic law has a moral/ethical commitment and screening, prohibits 
interest and an emphasis on moral value. 
This study outlines the Islamic financial principles and give the ontological standpoint on each 
principle with further evaluation and a focus on the social/ethical purpose. 
3.4.1 Prohibition of interest (riba) 
The main principle of Islamic finance is prohibition of interest (riba). The Quran clearly 
emphasises the prohibition of riba in the following verse: 
Those who devour usury will not stand except as stands one whom the Evil one by his touch hath 
driven to madness. That is because they say: “Trade is like usury but Allah hath permitted trade 
and forbidden usury. Those who after receiving direction from their Lord desist shall be 
pardoned for the past; their case is for Allah (to judge); but those who repeat (the offence) are 
companions of the fire: they will abide therein (for ever) (Qur’an: 2: 275). 
Practicing riba is considered as one of the greatest sins, according to Islamic teachings. There are 
several statements by The Prophet Mohammed, peace be upon him (p.b.u.h.), which clearly 
prohibits riba: “The wrath of God is on the taker of riba, its giver, its writer and its two 
witnesses”. 
The word riba in Arabic means increase. However, the Qur’an means a specific type of increase 
within a financial transaction. Kahf (2006) explains that it refers to the certain type of 
transactions known to the Arabs at the time of revelation of the above stated verse. Riba has been 
practiced in two forms at the time of revelation. The first type was deferring debt to the new 
maturity date with an increase of amount owed, while the second type was providing a loan that 
is due for repayment in a future date with an increment (Kahf, 2006). 
The first type of riba, called riba-al-nasi’ah, refers to the loan increase and certain return to the 
lender by the oppression of a borrower. This type of riba is forbidden since the act of harm is 
conducted towards the borrower and the fixed return guaranteed to the lender; this is 
contradictory to the welfare function in society and therefore prohibited in Islamic teachings. 
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The second type of riba, called riba-al-fadl, refers to the repayment with an excess paid by the 
debtor to the creditor in exchange of the same kind of commodities. This type of riba relates to 
the trade.  
The rationale behind prohibition of interest (riba) is a promotion of social welfare and socio-
economic justice and prevention from injustice and exploitation (Iqbal & Mirakhor, 2007; 
Hassan, 1986; Chapra, 1982) and the money is considered as a mean of exchange (Rahman, 
1994) and has no intrinsic value (Dar & Presley, 2000). 
3.4.2 Profit and Loss Sharing (PLS) 
One of the crucially important principles of Islamic finance, upon which the Islamic financial 
instruments are based, is profit and loss sharing (PLS). It refers to the contractual agreement 
between two or more parties where their funds are pooled and invested into a project and the 
profit and loss is shared according to an agreement. Dar & Presley (2000) state that most  
economists contend mudaraba and musharaka modes of financing as the most desirable in an 
Islamic context for the profit and loss sharing dimension. 
Many Islamic finance academics (Kahf: 2006; Farook: 2007; Ahmed: 2003; Asutay: 2007) 
believe that the most important feature of Islamic finance is the promotion of social welfare that 
further implies risk-sharing between the investor and the entrepreneur (Iqbal & Molyneux; 2005, 
p.28).  
Unlike transactions that involve riba, where the return is guaranteed and by which a creditor may 
oppress a debtor, the profit and loss sharing principle is an underlying feature in financial 
transactions from the Islamic point of view. In adherence to this principle, investors are bearing 
the risk in their investment equally or according to the agreement. 
3.4.3 Prohibition of Sale of Gharar & Maysir 
The word gharar means uncertainty, deception or speculation, whereas in commercial terms it 
refers to the sale of a commodity that is not present at the time of sale which can endanger 
someone. It also involves a sale or contract with a lack of transparency and ignorance of either 
party that results in deception. In respect to gambling (maysir), it refers to the acquisition of 
wealth by chance, regardless of whether it harms the other party or not. This element is 
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categorically prohibited in Islamic finance since it involves the element of speculation that 
involves effortless gain. 
The Qur’an does not explicitly state the prohibition of gharar, however, the verse “They ask you 
about wine and gambling; say, in both of them is great sin and some benefit for men, but the sin 
is greater than the benefit” (2:219) sets the foundation for such prohibition since gambling 
involves extreme levels of risk as well an uncertain outcome. Proving the prohibition of gharar, 
Prophet p.b.u.h said “Do not buy fish in the water, for it is Gharar.” (Muslim). In a more 
commercial context, Gharar has been defined as “a sophisticated concept that covers certain 
types of uncertainty or contingency in a contract. The prohibition on gharar is often used as the 
grounds for criticism of conventional financial practices such as short selling, speculation and 
derivatives.” (Glossary, HSBC Amanah) 
Gharar has been prohibited especially because of unexpected damage or loss to any party 
involved in business or financial transactions. Full consent must be achieved from all parties and 
the element of transparency must be involved in order for a transaction to be valid according to 
Islamic teachings. With respect to the concept of reputation, which consists of the afore 
mentioned elements, consent from all parties can only be achieved if the element of transparency 
and disclosure of information is present prior to and during financial transactions. Corporate 
reputation is a concept that explores the reality of certain institutions through pre-determined 
parameters. As such, Islamic financial institutions cannot afford to have presence of the 
fundamentally prohibited actions in its ethos. Instead, Islamic financial institutions promote 
profit and loss-sharing modes of financing, which will be further evaluated in this chapter, that 
promote relationships between banks and entrepreneurs and therefore empower business 
transactions according to Shari’ah principles.  
3.5 Implementation and reputation of Islamic finance instruments 
Several financial instruments have evolved from Islamic financial principles. By applying the 
profit and loss sharing principle (PLS), for instance, Siddiqi (2001) states that an inequitable 
distribution of income and wealth would certainly disappear and it would lead to more efficient 
and optimal resource allocation. Hence, Farook (2007) claimed that practices of Islamic financial 
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institutions are completely opposite to the PLS modes, that have systematically and deliberately 
been avoided despite a pertinent emphasis throughout the literature. 
When the overall picture of Islamic banks after the perceptions of general public are evaluated 
and the Shari’ah screening method applied is considered, the need to conceptualise the reputation 
of the banks emerges. The everyday public, has a need to know the rationale behind the business 
actions of Islamic banks, as well as the practice and implementation of Islamic finance 
principles. This involves the philanthropic dimension of Islamic banks and their responsibility 
towards society through, for instance, disclosing correct information in annual reports, 
responding to societal actions, etc. 
It is not possible to evaluate the reputation of certain Islamic financial institutions without 
looking into its practices in respect of the financial instruments they operate under. Islamic banks 
use both; equity and debt based financial instruments. The most prominently used equity based 
financial instruments are Musharakah and Mudarabah.  
Musharakah is a derivative from the word (shirkah) that literally means sharing (Usmani, 
2008:27). In practice, it refers to the partnership between bank and the business venture of 
another party with the condition of sharing profit and loss according to a predetermined contract 
of mutual agreement. Mudarabah refers to the contract between the capital provider (Rabbu-l-
maal) and agent (Mudarib) who provides know-how or expertise with the intention to undertake 
a specific trade. The implementation of these financial instruments in the contemporary financial 
system is challenging. For instance, the Financial Conduct Authority (FCA) intends to promote 
equality among UK banks enforcing the same regulation across the banking system, which 
Islamic banks find challenging due to its smaller size and limited capital. As such, the financial 
models of Islamic banks may not appear as Shari'ah compliant and therefore it opens the door for 
criticism and speculation among public. This study will also focus on this issue and attempt to 
explore the perception of the public towards the financial conduct of Islamic banks.  
3.5 Business Ethics from Islamic finance perspective 
The word “ethics” comes from the Greek word ethos which means manner, and ethikos – means 
virtuous, moral. Ethics, from the philosophical stand-point, deals with moral behaviour that 
considers human experiences irrespectable of faith, whereas ethics from the religious stand-point 
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involve a dimension of God-consciousness (Siddiqui, 1997). Ethics refers to a standard of 
behaviour, a conception of right or wrong conduct (Post, Lawrence and Weber, 2002).  
From a marketing perspective, ethics involve transparency and responsibility to the stakeholders 
of a firm through its policies (Murphy et al., 2005), where those policies consist of embedded 
ethical values. 
Ethics can also be defined as a set of moral principles that differentiate between right and wrong. 
Siddiqui (1997) further questions the concept of right and wrong and what is the distinguishing 
feature that identifies each of these concepts. An equivalent to the word “ethics” in Arabic is 
“akhlaq”. However, the words ‘ethics’ and ‘morality’ have different meaning. Morals stand for 
what is commonly felt and done, whereas ethics rather mean what is appropriate and rational; the 
discipline in Islam that tackles these issues is called knowledge of morality, what could be 
interpreted to the contemporary sense as a “science of ethics” (Siddiqui, 1997, p.423). 
Preble & Reichel (1988) distinguish approaches to business ethics into two categories: 
conceptual and empirical. The conceptual refers to determination of the notion that clearly 
defines business ethics, while the empirical refers to the importance of examining concurrent 
ethics related issues, i.e. perceptions and attitudes of general public, business people etc. (Preble 
& Reichel, 1988).  
Business ethics can be perceived as a component of corporate social responsibility (Cornelius et. 
al., 2007, p.117) on which corporate reputation is developed and therefore it can directly or 
indirectly affect its stakeholders.  In this regards, the concept of business ethics in Islamic 
finance serves as a base for corporate social responsibility that is directly under the umbrella of 
the much broader concept of corporate reputation. 
3.6 Corporate Social Responsibility from Islamic finance perspective 
From the Islamic finance point of view, the concept of CSR originates from the foundation 
principles in the Qur’an and the tradition of the Prophet (hadith). According to Islamic teachings, 
Allah is the absolute owner of everything on the earth and in heavens “And to Allah belongs all 
that is in the heavens and all that is in the earth; and Allah encompasses all things (The Holy 
Qur’an, S3:127), and He appoints human beings as His vice-gerent on the earth or as trustee for 
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God resources “And when thy Lord said to the angels: “I am about to place vicegerent in the 
earth” (The Holy Qur’an S1:30). The dimension of trusteeship imposed a moral accountability 
on humankind “We offered the Trust to the heavens, the earth and the mountains but they 
refused to take it on and shrank from it. But man took it on” (The Holy Quran, S33:73) and also 
accountable for his actions “he who so does an atom’s weight of good will see it and whoso does 
an atom’s weight of evil will see it” (The Holy Qur’an, S99:8). Many Islamic business values are 
part of core CSR activities. The significance to pay zakah, encouraging charity, the prohibition 
of riba  and encouraging interest free loans (qard-al-hasan) are clear examples of the Islamic 
emphasis on social justice (Maali et al., 2006). In view of the aforementioned, many publications 
have written about the epistemological stance and ontological justification between CSR and 
Islamic finance (Haniffa and Hudaib, 2007; Maali et al., 2006; Farook, 2007; Mohammed, 
2007). For instance, Farook (2007) states that CSR is based on three major foundational 
principles: vicegerency, divine accountability, and enjoining good and forbidding evil, which 
constitute the basis of individual social responsibility. Taking into account these foundational 
principles, Islam is a religion that does not separate its worldly affairs and practices from 
religious belief. Various societies have a general agreement on certain fundamental ethical 
values. However, the Islamic moral system is considerably different from others in terms of the 
degree of knowledge that originated from divine and natural sources. Islam, like any other 
religion, does not support the isolation of an individual from the society. In contrast, the 
emphasis is on the participation of an individual in the world (Farook, 2007).  
Transparency and disclosure are also core parameters of corporate reputation measurement. 
Research focused on corporate social disclosure in Islamic banks has increased in the last two 
decades. Disclosure provides information to stakeholders about the financial and non-financial 
actions of companies that determine their position in the market. In that regards, Maali et al., 
(2006), for instance, examine the corporate social disclosure practices of 29 Islamic banks by 
using content analysis as a method through which they attempt to screen the Islamic dimension 
of corporate social disclosure. Their result shows that the corporate social disclosure index does 
not meet expectations. The fact that the sampled banks were not based in the same geographical 
region, could perhaps give an answer to their unexpected results. This is simply because the 
disclosure index is not homogenous and not internationally accepted. Hence, environmental 
issues are not perceived in the same manner in, for instance, in Iran and Malaysia. Haniffa and 
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Hudaib (2007) have examined the ethical identity of Islamic banks using the same method of 
content analysis. They have approached the examination process by initially developing an index 
underpinned by the ethicality dimension from an Islamic perspective and sampled the banks. The 
study focused on the single geographical region (Gulf Cooperation Council States) and examined 
7 banks in four countries. The examination process was undertaken to establish the degree of 
strength between the ideal and communicated ethical identity and results have shown  disparity 
between the elements of CSR. Mohammed (2007) has taken a different approach and examined 
the consistency of the conceptual framework of CSR in Islamic banks by employing an 
exploratory study and conducting in-depth interviews with senior managers and Shari’ah 
Supervisory Board members. His result, however, has shown that many of the current CSR 
practices in Islamic banks reflect the expected behaviour generated in the Islamic framework. 
From the secularist point of view, CSR is to change the attitudes, perceptions and ultimately, the 
behaviour of employees. In contrast, Islamic financial institutions are guided by a set of Islamic 
finance principles and standards that dictate the expected levels of ethical, moral and religious 
conduct (Dusuki, 2008).  
Dusuki (2008) has also summarised three base paradigms of CSR from the Islamic approach 
which are the taqwa paradigm, the principle of maslahah (concern of public interest), and the 
principles of harm prevention. The Taqwa paradigm can be summarised as an observation of the 
purpose of the creation of man that is a khalifah or vicegerent of Allah, which is done by 
harmonising and integrating between worldly affairs and spiritual values, which will determine 
their fate in this world and in the hereafter (Dusuki, 2008). The principles of maslahah (public 
good) and harm prevention are the predecessors of maqasid al Shari’ah (objectives of Islam) that 
are formulated differently by Islamic scholars (Al Ghazali 1997; Ibn Ashur 2006).  
Classical and neoclassical theories focus heavily on competitiveness, individuality and the 
accumulation of wealth, and hence in many organisations CSR only becomes a priority when 
CSR programmes are seen to be beneficial to the reputation of the company (Dusuki, 2008). In 
Islamic economics, the impetus for creating CSR programs is dictated by the need to fulfil the 
Islamic requirement of being a steward of the wealth Allah has entrusted to them, and the 
resulting accountability. Furthermore, Farook (2007) states two crucial principles of enjoying 
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good and forbidding evil contribute to the evolution of two CSR strategies: those which are 
mandatory and those which are recommended. Mandatory CSR range from the screening of 
investments to ensure they meet Shari'ah requirements to dealing responsibly with clients and 
ensuring the treatment of employees is of the highest standard and free of any kind of 
exploitation and discrimination (2007, p.39). Recommended CSR include benevolent loan 
(qardul-hasan), environmental impact reduction, ethical and wise investment and development 
of charitable activities to support the community (2007). Although in the current financial and 
economic climate it seems very difficult to put into practice, however, promoting such activities, 
may lead to organisations being better perceived by the wider community and regarded as 
responsible institutions which could have a positive impact on their corporate reputation.  
Hence, corporate social responsibility is being identified as a narrow aspect of the much broader 
concept, as corporate responsibility concerns relations between corporations and society and the 
impact that corporations may have on society. The philosophy of corporate responsibility 
indicates the absence of the word “social” and it is to point out that responsibility for 
organisational actions are amongst the underlying principles of business (Waddock, 2003). 
Therefore, the dimension of philanthropy in Islam is the central point of CSR since at the most 
basic level, Islamic economics is based on explicit and willing cooperation between individuals 
within the intention to add value to the common good through different means, for instance: 
zakah for those less fortunate, qardul-hasan to prevent from indebtedness, etc.  
Ibn Ashur (2006) has, perhaps, the most effective categorisation of the objectives related to 
reputation measurement issues. The objectives of magnanimity, equality, freedom, transparency 
preservation (Ibn Ashur, 2006) are very much cohesive with the reputation measurement 
parameters used by Fombrun’s (1996) Reputation Quotient, MAC by Fortune Magazine, 
Corporate Personality Scale (Davies et al.: 2003), SPIRIT (Mac Millan et al.: 2004). In the 
context of reputation measurement, CSR dimension has been in the focus of many researchers 
(Fombrun 1996; Davies et al., 2003). CSR is very much underpinned by the Islamic ethical 
axioms of unity, equilibrium, free will, responsibility and benevolence which will be further 




This chapter focused on exploring the underpinning Islamic finance principles that are related to 
reputation measurement tools which are explained in Chapter 2. Reputation as a concept has 
been conceptualised through the Islamic moral economy as a starting point. In this work, the 
researcher tried to draw the line between moral values and reputation by further exploring the 
maqasid al-Shari'ah through which such moral values can be manifested. Among these 
objectives (maqasid), several are crucial and closely related to the contemporary measurement 
tools of corporate reputation (CR). These are equality, which in business terms can means the 
equal opportunity for everyone, regardless of nation, gender, or religion, as well as equal 
treatment by the employer. Magnanimity, for instance, would represent the contemporary 
corporate social responsibility (CSR) that is also the integral part of corporate reputation (CR) 
measurement tools. In addition to these, the element of transparency is also one of the objectives 
of Islamic law that customers recognise in the corporate world.  
This chapter shows that the underpinning principles of Islamic Banking and Finance are present 
in the contemporary measurement tools of CR. The research will attempt to further explore any 
additional elements which might help to create the base for better and more efficient 














Having established the research background and literature review, this chapter outlines the 
essential elements in realising the aim of the research. Following the introduction, this chapter 
continues as follows: Part 2.2 outlines research philosophies; Part 2.3 discusses ontological and 
epistemological stance chosen for this research; Part 2.4 defines methodology and discusses 
which approaches have been considered; Part 2.5 describes research design and justifies the 
research methods chosen; Part 2.6 describes data collection and data analysis; Part 2.7 gives 
details on the stakeholder groups sampled; Part 2.8 outlines potential limitations of the study and 
Part 2.9 concludes the methodology chapter. 
4.2 Research philosophy 
Research philosophy is a term that refers to the development of relevant knowledge. The 
knowledge that researchers are trying to develop is based on their assumptions regarding certain 
phenomenon. The assumptions, according to Crotty (1998), inevitably shape the structure of 
research, including methods, research questions and the way the data is interpreted (cited in 
Saunders et. Al, 2012, p.128). There are four well-known research philosophies: positivism, 
interpretivism, realism and pragmatism.  
Positivism is a scientific approach in which the view of the world is seen as the way to get the 
truth (Sekaran, 2013). For positivists, the truth is out there and it can be found through logic and 
data gathered. This scientific approach adopts the philosophical stance of natural science since it 
articulates that the world operates through the law of cause and effect. Within this approach, 
existing theories are used and research hypotheses developed. These hypotheses, according to 
Saunders et. al., (2012) are tested, confirmed or rejected, leading to further development of a 
theory that may be useful for future research. 
Interpretivism, or so called "phenomenology" or "social constructionism", is an anti-positivist 
paradigm where it is critically argued that the social world of business and management is too 
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complex for the truth to be discovered by simply using the laws that are present in physical 
sciences (Saunders, et. al., 2012). According to Sekaran (2013) this philosophical approach is 
concerned with how people come to knowledge; it studies the accounts of people regarding 
certain phenomenon and how people get to these accounts. In line with this, Lee and Lings 
(2008), state that the major difference between the interpretive and positivist viewpoints is the 
emphasis on understanding rather than explaining. 
Another scientific approach is realism that has been defined as a "combination of the belief in an 
external reality (an objective truth) with the rejection of the claim that this external reality can 
be objectively measured; observations will always be subject to interpretation" (Sekaran, 2013, 
p.29). There are two types of realism: direct and critical. Direct realism is "what you see is what 
you get: what we experience through our senses portrays the world accurately", while critical 
realism is described as "what we experience are sensations, the images of the things in the real 
world, not the things directly" (Saunders, et. al., 2008, p.136). 
Pragmatism, as another important scientific approach, "describes research as a process where 
concepts and meanings (theory) are generalisations of our past actions and experiences, and of 
interactions we have with our environment" (Sekaran, 2013, p.30). Pragmatists do not take an 
individual approach in research, hence they believe that objective, subjective and observable 
phenomenon can produce meaningful results in line with pre-determined research questions.  
Having defined the most prominently used philosophical approaches, it should be noted that this 
research has a phenomenological stance since it tends to understand the reality, in particular the 
position of participants towards the examined phenomena of reputation.  
4.3 Research paradigm  
Every research should have a carefully defined research paradigm that will shape and follow the 
research process until the end. Literature describes the research paradigm as an inquiry or 
standpoint or worldview in which a researcher chooses a direction that is based in the 
epistemological and ontological stance of the researcher. This also influences the research 
methods chosen for their research.  
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The paradigm that I selected for this research is social constructivism, which consists of elements 
of ordinary constructivism (as explained above) and the word "social" that indicates a 
community of humans/individuals. This paradigm, according to Burr (1995), articulates that 
"...we take a critical stance towards our taken-for-granted ways of understanding the world 
(including ourselves)", and also calls us "to challenge the view that conventional knowledge is 
based upon objective, unbiased observation of the world" (1995, p.3). This type of inquiry can be 
discussed from three different questions: ontological, epistemological and methodological.  
The ontological concerns are related to the nature of reality. The social constructivist ontology, 
according to Lee and Lings (2008), is interactively formed between social actors and therefore it 
cannot be stable and is constantly subject to change. They further state that, an ontologically-
based point which social constructivists make is that there are multiple realities and they question 
if there is anything specific that determines or defines what reality is. On this point, it should be 
noted that the researcher's ontological stance in relation to the Creator is undoubtful, where the 
researcher believes that the Divine came directly from Him with the intention of establishing 
welfare in this world.  
Hence, regarding the nature of "social reality", in social constructivism the reality is created from 
the minds of society. For instance, money (which is in form of paper or coin) is something that 
society decided to give value to and therefore this decision helps to characterise society itself. In 
line with this, Sekaran (2013) states that constructionism accentuates the methods around how 
people construct knowledge. Even though I am taking a social constructivist position in this 
study and believe that reality is constructed within participants' individual beliefs, expectations 
and experiences, I also think that those opinions may be influenced by market competition 
between examined banks within the context of corporate reputation. 
The epistemological concerns of research are connected to the concepts of knowledge. 
Epistemology involves "the concepts of knowledge, evidence, reasons for believing, justification, 
probability, what one ought to believe, and any other concepts that can only be understood 
through one or more of the above" (Fumerton, 2006, p.1). In line with this explanation, it can be 
further argued that epistemology encompasses the relationship between the researcher and their 
participants. In this regard, the researcher is considered to be a data collection tool and the 
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knowledge that constructivists refer to, is the knowledge that will be produced through the 
inquiry process. This research will be designed to acquire valuable information from participants 
who realise reality through their individual beliefs and experiences. Thus, my epistemological 
stance is to understand and interpret knowledge through the process of inquiry during the 
research. Hence, within the phenomenological study, it is not possible to avoid the influence of 
the values of the researcher, therefore the researcher will play an important role in obtaining 
crucial information from the participants based on their beliefs and experiences.  
Methodological concerns are those related to "how to conduct the research". Following the above 
stated ontological and epistemological stances, the researcher has identified hermeneutics as one 
of the appropriate methodological approaches by which individual beliefs and experiences can be 
understood and interpreted. According to Easterby-Smith, et, al (2008) hermeneutics, as an 
analysis method, was developed in early 17th century and it has a major significance within the 
interpretation of the textual data. Justification and the rationale behind choosing hermeneutics for 
this study is explained in the Section 4.7.1.3.  
4.4 Research methodology 
Research methodology is a crucial part of every study. Hence it consists of two separate words 
“research” and “methodology”, this section will give a brief definition of each word as well as 
meaning of both words combined. 
Zikmund (1991, p.6) provided with the most simplified definition of research as “search again”, 
that in simple words signifies the complexities of a scientific studies and need to “re-search”. 
While, Collis and Hussey (2003, p.1) defined research as “a process of enquiry and 
investigation” that further means exploring and looking into certain phenomenon, Sekaran (2003, 
p.3) explained it in a more thorough way as a “process of finding solutions to a problem after a 
thorough study and analysis of situational factors”. In addition, Sekaran (2003) further elaborated 
the term “research” and defines it as “organised, systematic, data-based, critical, objective, 
scientific inquiry of investigation into a specific problem”.  
In other words, research is a process in which the researcher is trying to achieve a previously 
defined aim that is underpinned by a problem statement. This entails an extensive exploration 
and thorough looking into the specific problem by referring to different sources of information. 
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This should enable the researcher to revisit previously consulted literature and ultimately provide 
good foundations in establishing an appropriate method. 
Having defined ‘research’, methodology has a rather different meaning. A very simplified 
definition of ‘methodology’ has been given by Mouton (1996, p.35) whereby he defined it as 
“the means of methods of doing something”. Furthermore, Walker and Monahan (1988, p.885) 
defined it as “how social scientists go about answering factual questions. It is the overall strategy 
or plan of attack for generating and analysing information”. Collis and Hussey (2003) 
distinguished between the terms ‘methodology’ and ‘method’. Methodology, according to them, 
refers to “the overall approach to the research process, from the theoretical underpinning to the 
collection and analysis of the data” (2003, p.54). However, in terms of generating and 
interpreting data, term ‘method’ applies more adequately that are generally known as techniques 
that are used in conducting a research. In light of this, methods are defined by Collis and Hussey 
(2003, p.55) as “various means by which data can be collected and/or analysed”.  
Hence, research methodology is constituted of rather three separate terms: research, method and 
methodology that provide a researcher with an insight into how to resolve a research problem 
systematically. With regards to definitions of research methodology, Zikmund (1994, p.747) 
claimed it as “a discussion within the body of a research report of the research design, data 
collection methods, sampling techniques, fieldwork procedures, and data analysis efforts”.  This 
constitutes the way of choosing and utilising specific theory, applying certain approaches in the 
processes of acquiring data and its analysis. Therefore, the research methodology can also be 
defined as a way by which research of a certain phenomenon is being explored and its results 
analysed. 
Research methodology can be classified into two large categories: qualitative and quantitative. 
Gray (2013) regarded qualitative research as a highly contextual approach that explains why and 
how specific things happen involving the emotions, prejudices, motivations and incidents of 
people. Strauss and Corbin (1990), as stated in Gray (2013, p.163), assert that qualitative 
research is used where is very little is known about certain phenomenon or perhaps to expand the 
scope of the known relevant research area. Myers (2013, p.8) also says that qualitative research 
includes “observation and participant observation (fieldwork), interviews and questionnaires, 
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documents and texts, and the impressions and reactions of the researcher”. Consequently, 
qualitative research produces data sets where participants express their views, experiences and 
expectations about certain phenomenon.  
In contrast, quantitative methodology consists of the use and interpretation of numerical data. 
This type of methodology is present in natural sciences and is used in research where the causal 
effect is examined, relationships between variables looked at (i.e laboratory experiments) and 
mathematical modelling conducted. This type of research is, according to Myers (2013), relevant 
to studies where large samples are going to be analysed and results to be more generalized.  
Since the difference between the most prominently used types of research methodology is 
identified, it should be noted that this research is qualitative in its nature as it aims to explore 
multiple stakeholder perceptions of sampled banks in order to develop the criteria which will 
show how reputation can be better understood. 
4.5 Research design 
A research design has been defined as “the overarching plan for the collection, measurement and 
analysis of data.” (Gray, 2013, p.128). Sekaran and Bougie (2013) define research design almost 
equally, and hence complement the explanation that research design concerns the collection, 
measurement and analysis of data “based on the research questions of the study.” (2013, p.95). In 
other words, research design should illustrate the path in which research is going to be 
conducted, what will be studied, why it is the important, and how the data will be collected and 
analysed. Sekaran and Bougie (2013) highlight six issues that are integral to research design: 
purpose of the study (whether it is exploration, description or hypothesis testing), extent of 
researcher interference (identified as either minimal or manipulation and control), the study of 
the setting (contrived or noncontrived), research strategies (experiment, observation, survey 
research, case studies, grounded theory, action research, mixed methods) unit of analysis 
(population to be studied) and time horizon (cross-sectional or longitudinal).  
In the same way that research methodology is based on research strategies, the research design 
can be separated into three main categories: quantitative, qualitative and mixed. Following this 
classification, research methods can also be qualitative, quantitative and mixed. Hence, research 
methods are means or tools, which help a researcher to gather data with a previously defined 
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research paradigm or philosophical approach. In line with this, Collis and Hussey (2003:55) 
prefer to use term positivistic rather than quantitative, and phenomenological rather than 
qualitative hence, for instance, it is possible for positivistic paradigm to produce qualitative data 
and vice versa. 
Quantitative design is very often used in experimental studies where the facts are explored, 
rather than opinions or perspectives. In that regards Gray (2013, p.128) states that quantitative 
design is present in experimental studies where the aim is producing results that are “objective, 
valid and replicable”. The shortcoming of quantitative design is that the researcher is very often 
disconnected from the real world and people present within it. Another shortcoming, according 
to Gray (2013) is that quantitative designs claim objectivity, because the variables are very often 
defined and correlation is attempted to be drawn between them. 
In contrast, qualitative research does not necessarily start from specific theory and, according to 
Flick (2015, p.11) it “refrains from hypothesis and operationalisation.” This type of research 
design has advantages over quantitative research and this research design, according to Gray 
(2013), is regarded as being highly contextual since the research is conducted in the ‘real world’ 
where the views, opinions and perceptions of people are studied over a period of time. 
Qualitative research design is associated with the data collection method chosen for the research. 
The most commonly used qualitative research designs, according to Creswell (2014), are 
narrative and phenomenology if the study focus is on individuals, as well as case studies and 
grounded theory if the study tends to explore processes, events and activities. In addition, Myers 
(2013) asserts that action research and ethnography are qualitative research designs. 
Hence, this research will use the case study as the overarching research design. Case studies have 
been described as "study that explores a research topic or phenomenon within its context, or 
within a number of real-life contexts." (Saunders, et.al, 2012, p.179). Therefore, the reality of 
Islamic banks and those that are alike will be explored within the context of reputation. The goal 
is to acquire a deeper understanding of various social conditions that influence corporate 
reputation. It has also been suggested by Saunders et. al., (2012) that, if the case study is used 
within a single research project. It is very likely that multiple sources of data will be necessary in 
order to achieve triangulation. According to Yin (2014), case studies are invaluable in attempting 
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to understand complex organisational phenomena. Furthermore, having identified quantitative 
and qualitative research designs, it should be noted that mixing these two is a viable process in 
research depending on the complexity of the phenomenon under investigation. Mixed research 
design consists of both qualitative and quantitative approaches that are predefined within the 
phenomenological stance that will follow the research until the end. 
4.6 Research methods 
Having previously defined the research design, the research method hence refers to rather 
specific methodological principles used in a research. The quantitative research method, 
according to Bryman and Bell (2011), refers to the strategy that emphasises quantification in the 
collection and analysis of data; it also entails a deductive approach in which a specific theory is 
tested, and applies norms and practices embedded within the positivistic approach. In line with 
this, a positivist research paradigm includes the assumption that the world operates by 
generalized laws of cause and effect (Sekaran & Bougie; 2013), which provide the basis of 
explanations, permit the anticipation of phenomenon, predict their occurrence and allow them to 
be controlled (Collis & Hussey 2003). This research method is used after previously defined 
specific research questions and suitable measurement techniques to measure the variables 
identified in research questions have been developed. Quantitative methods are used to 
investigate correlation (or dependency) between variables identified through the research 
question. 
As a method, qualitative research places the emphasis on words in the process of gathering and 
interpreting data. This type of research follows the phenomenological paradigm which, 
according to Collis and Hussey, is concerned with “understanding human behaviour from the 
own frame of reference of the participant (2003). The qualitative research method is about words 
and their meaning. This type of research entails different methods of data gathering and 
interpretation in the context of complete and detailed descriptions of certain phenomenon. By 
using this type of method, a researcher may not necessarily have previously defined a specific 
research question; it is rather general research questions that lead the researcher to the data 
gathering process that is mainly achieved through interviews and observations. 
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Hence, multiple research methods, where the previously explained two methods (quantitative 
and qualitative) are used in combination, depend on the research design. Each of the research 
methods have advantages and disadvantages. In that context, Cameron and Price (2009, p.256) 
state that “qualitative data can provide a researcher with rich explanations but with no verifiable 
evidence and likewise, quantitative data can provide a researcher with verifiable evidence, hence 
with fewer explanations”. They further claim that by using multiple methods, any potential 
shortcomings of using an individual research method can be prevailed (2009). For data to be 
interpreted more accurately and for a researcher to provide meaningful results, combining 
qualitative and quantitative research methods is desirable. In addition, Collis and Hussey state 
that the two main paradigms (positivistic and phenomenological) represent two extremes of a 
continuum and that certain research may consist of mixing both (2003). 
The advantage of combining research methods certainly helps in achieving triangulation within 
the study. According to Saunders et al. (2003), triangulation refers to the use of multiple data 
collection methods in order to ensure the accuracy of the results produced; meaning, to be sure 
that the data are telling you what you think they are telling you (2003). Denzin (1970), for 
instance, defined triangulation as using multiple theoretical perspectives, methodologies and 
sources of data in the study of same phenomenon. In line with this, this research aims to conduct 
cross-sectional interviews as the qualitative part of the research as well as questionnaire surveys 
as the quantitative part. With this, triangulation of the research will be achieved which has 
further aim of investigating the phenomenon and proposing new approaches in understanding the 
concept of reputation within Islamic finance industry.  
4.7 Data collection 
As mentioned, this study will utilise qualitative research methods in the process of gathering data 
through the cross-sectional and multiple stakeholder approach. In addition to this, quantitative 
data collection methods will also be used in order to achieve triangulation. In order to expand the 
literature on corporate reputation measurement as well as to contribute to the body of knowledge 
by adding value, this research will employ multiple research methods in the process of data 
collection. In that regards, Saunders et. al., (2012) suggest that combining data collection 
methods is encouraged in multimethod design. They assert that, for instance the, "questionnaire 
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can be complemented by in-depth interview" (2012, p.419) in order to better understand the 
phenomenon under investigation. 
4.7.1 Qualitative data collection 
The type of data collection method used will be semi-structured interviews and the questionnaire 
surveys. Since one of the objectives of study is explore stakeholder opinions and the methods 
they use in order to build and maintain reputation, the rationale behind choosing the semi-
structured interview is to get a substantial data set that will be further analysed. The interview 
has been defined by Gray (2013, p.382) as “a verbal exchange in which one person, the 
interviewer, attempts to acquire information from and gain understanding of another person, the 
interviewee”. There are many types of interviews presented in the literature, and the semi-
structured interview has been identified as the most suitable one for exploring corporate 
reputation issues in the Islamic banking and finance industry. This type of interview usually 
entails a list of issues of concern and pre-formulated questions prepared for the interviewee, 
however they may not be all used in each interview. As explained by Flick (2013), this type of 
interview has its advantages, since being semi-structured it follows that certain questions or sets 
of topics that are identified as important by a researcher, however they are not strictly defined 
which, therefore gives some freedom to the interviewee to talk freely around the subject. This 
freedom gives the interviewee the opportunity to offer additional information that a researcher 
may find interesting and include them in a research. On the other hand an identified disadvantage 
is that, if the interviewee is considered to be highly communicative the researcher may stay in 
the interview for several hours, this type of interview may help to control the respondent through 
the set of pre-formulated questions.  
It is intended to interview members of the senior management of different bank departments as 
well as executive directors, CEOs and Shari’ah board members. Semi-structured interviews give 
flexibility to the researcher to explore ‘what’ and ‘why’ questions in more detail where the 
researcher will have a pre-prepared set of topics, themes and questions to be asked during the 
interview. As suggested by Saunders et.al., (2008) these may vary from interview to interview 
and not necessarily the same questions are to be asked and covered in each interview. 
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4.7.1.1 Designing Semi Structured Interviews 
A set of questions is designed prior to the interviews in order to explore corporate reputation 
from different perspectives. The questions were designed to explore stakeholder opinions in 
relation to their experiences, beliefs and expectations. These were designed to complement and 
supplement research questions that lead to achieving the aim of the research. Semi-structured 
interviews were designed for different stakeholder groups in order to explore corporate 
reputation practices. The desired number of questions that provide a potentially good starting 
point has been suggested to be somewhere between seven and twelve well-chosen ones (Gray, 
2014) with an additional two to four sub-questions for each main question. The first set of 
questions, were designed for the internal stakeholder group that consist of CEOs, managers and 
Shari’ah board members. The second set of questions is also addressed to internal stakeholder 
groups that involve employees in direct contact with customers (call operatives, customer service 
advisors, cashiers). The third set of questions is pre-designed to explore customers and the 
opinion of members of the public regarding the sampled banks. The questions were designed to 
lead respondents from general to more specific questions all related to the six pre-determined 
parameters from the Reputation Quotient (Fombrun, 2003). The parameters consist of twenty 
attributes that will serve as sub questions in the process of interviewing.  
4.7.1.2 Administering the Semi-structured Interviews 
Semi-structured interviews can be administered in many ways including, face-to-face, by 
telephone, or perhaps computer assisted. These ways of administering semi-structured interviews 
are present in most business study research. Several advantages of using face-to-face interview 
have been articulated by Sekaran (2013) amongst which are clarity of potential doubts and an 
ability to paraphrase a question if not understood by the respondent. In addition, the researcher is 
then able to notice body language and identify any potential discomfort that respondents may 
face. All these provide the researcher with additional information that can be interpreted later in 
the data analysis process. However, due to inconvenience of the respondents, the researcher 
conducted most of the interviews over the phone. Nevertheless, all interviews were voice 




The research comprise of semi-structured interviews with sampled groups of stakeholders (see 
section 4.8) who were based across the UK. The researcher established personal contact with the 
respondents prior the interviews, significance of which is articulated by Saunders et. al (2003) 
who explained that especially in the case of managers, they found it easier to be interviewed 
rather than questionnaire-surveyed. This is because the interview enables the respondents to 
express their thoughts and opinions without writing anything down. Within the interview, the 
researcher paid attention to avoiding biased answers making sure that the recommendations of 
Gray (2014) are followed avoiding questions that may lead the respondent to a potentially 
desired answer. In that regards, it has been suggested that questions should not contain jargon, be 
ambiguous or double questions and contain hypothetical statements. 
The researcher followed the suggestion from Gray (2014) in regards to rapport building with 
interviewees prior to interviews as it relaxes respondents and provides a good base for a 
successful interview process. According to the author, the interviewer should also pay attention 
to many other aspects, such as the impression presented to the respondent in an easy and 
professional manner that may include accent, use of language, dressing, hairstyle, etc. (2014). 
All these play a very important role for the success of the interview. 
Maintaining control of the interview is another important element in the administering process. 
Within the interview process, understanding a combination of non-verbal communication, so 
called body language, the researcher attempted to guide those respondents who were interviewed 
face-to-face in the direction that helped to achieve goals of the research. This type of data 
collection also provided the researcher with the chance of probing answers from respondents 
where and when required. According to Saunders et. al (2003), this has its significance in 
phenomenological research where the researcher tends to explore meanings of certain 
phenomenon.  
The interview questions were designed for the interview to last up to 40 minutes. Within this 
time, the researcher would be able to acquire answers necessary for thorough exploration and 
analysis. Hence, the interview length varied from as short as 23 minutes to 77 minutes. During 
the interview, a voice recorder was used in order to accurately capture the answers of the 
interviewees. The data was transcribed shortly after the interview for the reason that the 




4.7.1.3 Interview Data Analysis 
The research analysed gathered interview data by using a codifying method. After the date was 
transcribed, the data was then analysed through thematic analysis method. The thematic analysis 
is defined as being a “theme that captures something important about the data in relation to the 
research question, and represents a level of patterned response or meaning within the data” 
(Gray, 2014, p.609). Hence, the interviews were coded into text and separated according to pre-
existing themes that are evident in reputation quotient of Fombrun (1996) (see Chapter 3, 5.1). 
This type of classification of data assisted in realising a broader insight of the researched 
phenomenon. Following steps in coding from Gorden (1998), the responses are initially defined 
and categorised by the corporate reputation themes. Each question is depicted in tables where 
further classification of relevant information is also shown. The thematic codes are outlined in 
the tables where each code has its explanation in form of the relevant words and phrases. 
Furthermore, as a more general data analysis technique chosen in this research is hermeneutics. 
Hermeneutics, as previously stated, is a textual data analysis method. Easterby-Smith, et. al 
(2008) quoted Gadamer (1989) and Ricoeur (1981) as well-known advocates of a hermeneutical 
approach to textual analysis. They describe the approach of Gadamer (1989) to hermeneutics as 
contextual since he puts forward the contextuality of the analysed text and the circumstances 
under which certain text has been written. Another words, in order to fully understand certain 
text, a researcher must be familiar with the situation in the world at the time.  
Ricouer (1981), on the other hand, argues about the time difference between the reader and 
analysed text and he calls this phenomenon as "distanciation". However, within the context of 
this research, the "distanciation" does not exist, or perhaps, is minimal since the interpretation of 
the data followed shortly after the interviews were conducted.  
Hence, utilising hermeneutics as a data analysis method in this study can be justified as follows. 
Primarily, hermeneutic analysis aims to understand the "complete picture" through the 
interpretation process of separate elements. The "complete picture" in this study is the concept of 
reputation that is to be understood through the separate elements of a pre-existing reputation 
measurement tool (see Reputation Quotient in Chapter 3). Therefore, looking into the "complete 
picture" and its fragments or the separate elements, could enhance our understanding of the 
concept of reputation. Also, central to hermeneutics is the understanding of the meaning of 
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textual data. The data analysed in this study are qualitative in the form of interviews conducted 
with internal and external stakeholders of the sampled banks. Another important aspect for 
choosing hermeneutics is that it helps the researcher to interpret the data in the most appropriate 
way by also connecting it to the employed stakeholder theory, which emphasise value creation 
being significant to multiple stakeholder analysis. 
4.7.2 Quantitative data collection 
The researcher has chosen to use survey-based questionnaire as a quantitative data collection 
method. A survey-based questionnaire has been defined as "a written set of pre-formulated 
questions of which respondents record their answers, usually within rather closely defined 
alternatives" (Sekaran, 2013, p.147).  
The rationale behind choosing this type of data collection method is allied with the above 
definition. It is also interrelated with the background of descriptive research through which, 
according to Saunders et.al., (2012), respondents' attitudes and opinions are acquired and later 
evaluated that will enable the researcher to "identify and describe the variability" (Saunders 
et.al., 2012, p.419) within the context of corporate reputation. In addition to this, the further 
rationale for utilising the questionnaire as the data collection method is that it is the most 
prominently used research tool in exploring organisational practices.  
4.7.2.1 Designing questionnaires 
Questionnaire design is one of the most difficult parts of the research. The researcher has to 
precisely follow the literature review (Chapters 1 & 2) and according to it, as well as the research 
background, the questionnaire survey had to be designed.  
As a starting point in designing questionnaires, it is important to articulate different types of 
questionnaires. According to Saunders et.al., (2012), there are several types of questionnaires: 
self-administered, interview-completed, telephone questionnaires and structured interviews. 
This study employed self-administered questionnaires that are identified in the literature as those 
that give the researcher the advantage of acquiring successful responses in a short period of time. 
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This type of questionnaire is either sent to respondents in form of mail or electronic 
questionnaires or handed over in person and collected upon completion.  
Having outlined the previous research on corporate reputation, it should be noted that no study 
has been conducted on reputational issues allied with Islamic financial institutions and hence this 
study is considered exploratory. In that regards, the corporate reputation concept will be explored 
by utilising one of the conventional models available. The research utilised the Fombrun (1996) 
Reputation Quotient as a main model through which the questionnaire survey was designed. In 
particular, this model has 6 dimensions with the total of 20 attributes (see Section 5.1). Each of 
the attributes was taken into consideration where the aspects of belief, experience and 
expectation were central (Rayner, 2003), ranked on a seven-level Likert scale, where 1= strongly 
disagree, 2= disagree, 3= moderately disagree, 4= neutral, 5= moderately agree, 6= agree, 7= 
strongly agree. The questionnaire was designed positively and negatively as suggested by 
Sekaran and Bougie (2013). They assert that this type of questionnaire design is effective in 
instances where respondents are not very interested in completing the questionnaire since this 
type of questionnaire keeps them engaged as they cannot score the same for each positive and 
negative statement. 
4.8 Stakeholder groups in this study 
As previously mentioned, this study applied a multiple stakeholder perspective in order to 
produce a meaningful set of data related to the reputation of sampled banks. This was achieved 
by sampling both, internal and external stakeholders. As previously explained, the employees of 
banks that represented the internal stakeholder group were senior managers, executives and 
Shari’ah board members. The aim was to assess the internal level of understanding of the 
stakeholders of corporate reputation and its importance. The general public/customers 
represented an external stakeholder group where the focus of the questions was on their 
experiences, beliefs and expectations. The external stakeholder group were students from the 
Muslim societies at UK universities. Although the shareholder group is part of the larger 
category of stakeholders, there are two main reasons why the researcher did not specifically 
focus on shareholders only: a) shareholders are mainly investors and those who have direct stake 
in a company; b) shareholder group was hard to find and obtain an adequate number of 
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participants. Therefore, by assessing both stakeholder groups, this study aimed to uncover the 
attitudes towards corporate reputation of both Islamic and conventional banks. 
4.8.1 Accessing stakeholder groups 
It is highly important for the success of this study that at least 30% of intended stakeholders 
respond for the sample to be considered acceptable by Sekaran & Bougie (2013, p.147). Feldman 
et al., (2003) emphasised the importance of access to data since the quality of access has a direct 
impact on the results of the study (as cited in Eriksson & Kovalainen 2008, p.53). The 
constraints which the researcher faced in this process were mainly the reluctance of several 
managers to agree to the interview. It is also important to mention that the external stakeholders 
were accessed directly through the members of societies by requesting participation in the survey 
electronically. The response rate after five days was relatively low, hence after the first reminder 
was sent, the number of responses came up to satisfactory level. Yet another reminder was sent 5 
days later, however, a minimal number of responses was acquired afterwards. Nevertheless, the 
overall number of responses was enough to represent the sample. 
4.8.1.1 Access to internal stakeholder group 
As an internal stakeholder group, the researcher focused on interviewing employees of sampled 
UK banks. Semi-structured interviews with senior managers, executives and Shari'ah board 
members were conducted. To avoid negative responses, the researcher mainly used personal 
connections to contact respondents and to convince them to participate in the interviews. The 
research was introduced to respondents explaining its significance and assuring respondents that 
the research is not about measuring and revealing which bank is more reputable and which is 
less, but to assess their understanding and perceptions toward the concept of reputation. 
4.9 Limitations and Difficulties 
There are several limitations and difficulties that the researcher faced during the data collection 
process and also during the data analysis. Here are some of the limitations and challenges: 
4.9.1 Convenience Sampling and Generalisation 
The sampled population may not provide the base for generalisation since respondents were 
chosen per convenience. Despite this potential difficulty, the researcher provided beneficial 
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information to managers of Islamic banks, Shari’ah board members, as well as to the customers 
of the research. Another difficulty is that the sampled region is England, hence not all of England 
was covered in the sample. The questionnaire survey respondents were mainly located in 
Midlands, Yorkshire, and Buckinghamshire, which is yet another factor for inability to 
generalise the findings. 
4.9.2 Time 
The research had the timescale of 3 months for data collection, as originally proposed to the 
university. However, considering the sample size, transcription and other factors, the researcher 
found it difficult to complete within the timeframe, so the data collection process took six month. 
Given that the literature indicates that “each hour of live interview requires between 7 and 10 
hours of transcribing” (Gray, 2014, p.398), it automatically made an impact on the overall 
timeline, where the analysis was significantly delayed. 
4.9.3 Cost 
Another constraint that the researcher encountered was the cost involved in the process of data 
collection. Commuting to the UK universities and meeting people who could assist in the 
questionnaire survey collection turned to be expensive. However, most of the interviews were 
then conducted over the phone, which made the researcher less exposed to the excessive travel 
expenses later on. 
4.9.4 The mood of respondents 
It is unknown to a researcher what mood of the interviewee may be, hence this may impact the 
scope of research as some respondents may give short or unsatisfactory answers, despite the 
expertise of the researcher to direct the respondent in a professional manner. There were two 
instances where the interviewees were not so responsive and rather reluctant in giving answers, 
despite the fact that the researcher contacted them previously and made them aware of the 
interview questions. 
4.10 Conclusion 
This chapter outlined the methodology applied in order to achieve aims of the research and also 
overviews all necessary steps that are to be taken during the research process. The research has 
been identified as being qualitative in its nature as it aims to explore multiple stakeholder 
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opinions regarding corporate reputation. This research follows a case study of UK Islamic and 
conventional banks that are considered to be ethical. To answer the research questions, this study 
used an inductive strategy and the multiple stakeholder perspectives in order to achieve 
triangulation in the methodology process. This was realised through the utilisation of semi-
structured interviews as a means of data collection. The questions were separated to each 
stakeholder group and a pilot study was conducted prior to main data collection. This type of 
data collection allowed the respondents to freely talk around the subject area. In terms of data 























ASSESSING OPINIONS OF THE PARTICIPANTS ON CORPORATE 
REPUTATION OF THEIR FINANCIAL SERVICE PROVIDERS 
5.1. Introduction 
This chapter depicts the preliminary findings collected through the questionnaire surveys. The 
aim of the survey was to assess the views and opinions of the respondents of the corporate 
reputation of their financial service providers in light of their beliefs, expectations and 
experiences. The survey used pre-determined corporate reputation parameters, as explained in 
Chapter 2. 
The SPSS statistical software was used in analysing the data, where each question consisted of 
frequency, percentage, mean value and standard deviation. The data in this chapter is 
descriptively analysed prior to conducting the next stage of analysis which includes more 
sophisticated non-parametric tests. These are also conducted presuming that the mean values 
may not necessarily provide with the most accurate calculation of the central tendency. However, 
the Cronbach's Alpha reliability test shows that the results, based on the questionnaire survey, 
are highly reliable. 












N of Items 
.906 .908 46 
 
a. Listwise deletion based on all variables in the procedure. 
This chapter is organised as per the clusters from the questionnaire survey which consisted of 7 
sections. Each section had a number of questions, results of which are shown in form of tables 
below. The chapter ends with the general conclusion in light of the descriptive findings. 
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5.1.1 The demographic profile of respondents 
In this sub-section of the chapter, demographic profiles of the respondents are mentioned 
focusing on the type of bank they bank with, as well as the number of years being customer of 
their bank, their age, gender, marital status, level of education and ethnicity. The demographic 
questions were divided into two tables (Table 5.1  and Table 5.2). 
Table 5.1  Profiles of Respondents 
Response Categories 
 Frequency Percent Mean Value Std. Deviation  





















Islamic bank mainly, 
but I also use 
conventional bank 
15 7.3 
 Conventional bank 
mainly, but I also use 
Islamic bank 
20 9.8 
Total 205 100.0 
(Q2) Years being customer of your main bank 
 
    
 
  Valid 








1-3 33 16.1 
4-6 36 17.6 
7-9 25 12.2 
10 years and over 108 52.7 
Total 205 100.0 













21-30 55 26.8 
31-40 98 47.8 
41-50 33 16.1 
Above 50 18 8.8 




Female 72 35.1  
1.64 
 
.478 Male 133 64.9 
Total 205 100.0 
As is can be seen from the Table 5.1, most of the participants are sole customers of conventional 
banks with 75.6%, whereas the sole customers of an Islamic bank represent only 7.3% of the 
total size of the sample. The same percentage (7.3%) are those participants who mainly used an 
Islamic bank as main, but also were customers of other conventional banks. There were also 
9.8% of respondents who used conventional bank as main, hence were also customers of an 
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Islamic bank. The mean value for this category was 2.19 and std. deviation of .707. These figures 
show a significantly small number of the Muslim population who opt for banking with an 
Islamic bank in England. 
In regards to the number of years being a customer of the bank, participants responded in the 
following order: 52.7% of those who were the customers for 10 years and over, followed by 
those respondents who were the customers between 4 and 6 years (17.6%); 16.1% were between 
1 and 3 years with their banks; 12.2% between 7 and 9 years and only 1.5% of those with less 
than 1 year. The mean value for this question is 3.98 and standard deviation 1.218. From these 
preliminary findings, it can be seen that the vast majority of participants were customers of their 
banks for over a decade.  
Further, the Table 5.1 also depicts the values generated in relation to participants' age where 
47.8% were in the age group of 31-40, followed by 26.8% from the age group 21-30. 
Considerably fewer participants were those in the age group 41-50 (16.1%), above 50 (8.8%) and 
only .5% in the age group under 20. The mean value is 3.05 and the standard deviation .894 
which indicates that the median value corresponds between the age groups of 21-30 and 31-40. 
In the same table, gender of the participants is also stated where just above 2/3 of the participants 
were male which represents 64.9%, where female participants were 35.1%. This category has a 
mean value of 1.64 and standard deviation of .478. These results show that the female population 
among sampled group is lower than male.  
Furthermore, Table 5.2  shows another set of results from the same demographic group of 
questions and the values for marital status is shown as follows: single 18%, married 80% and 
divorced 2%, with the mean value of 1.85 and standard deviation of .469. Indeed, according to 
these values, it can be seen that the vast majority of respondents were married.  
Further, as depicted in the same table, the question regarding the highest educational level 
achieved by respondents, in combination with their age group and marital status, formed some 
interesting results. At the time of data collection, most of the respondents had Bachelors degree 
(36.1%), followed by those with Masters degree (30.7%), then A-levels (10.7%), PhD (9.8%), 
Diploma (9.3%) and Certificate with 3.4%. Mean value for this category is 4.01 and standard 
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deviation 1.378. From the obtained values it can be seen that the highest percentage of 
respondents were highly educated and studying towards Masters and PhD degrees with the 
accumulated percentage of both categories 66.8%.  
In regards to the ethnicity, most of the respondents were Asian or Asian British with the 
percentage of 33.2% followed by Arabs with 23.9%. Less percentage of responses belong to 
'Other White' ethnicity group (19.5%). 'Other' ethnicity group had 8.3%, 'White British' 7.8%, 
'Black or Black British' 4.9%, 'Mixed' 2% and 'White Irish' .5%. The results for this category 
indicate the mean value of 4.47 and standard deviation of 1.792. It can be seen that the majority 
of students from Muslim associations at sampled universities belong are Asian and Arab origin. 
The results also show quite high cumulative percentage of white students. 
Table 5.2 Profiles of Respondents  
(Q5) Marital status 










Married  164 80.0 
Divorced                 4 2.0 
Total 205 100.0 













Certificate 7 3.4 
Diploma 19 9.3 
Bachelors degree 74 36.1 
Masters degree 63 30.7 
PhD degree 20 9.8 

















White Irish 1 .5 
Other White 40 19.5 
Asian or Asian British 68 33.2 
Black or Black British   10 4.9 
Arab 49 23.9 
Mixed 4 2.0 
Other 17 8.3 
Total 205 100.0 
 
The results obtained from the demographic profiles of respondents will serve as an important 
factor in further analysis. 
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5.1.2 Respondent perceptions on corporate social responsibility (CSR) 
This section of the questionnaire is an attempt to evaluate and assess the knowledge, awareness 
and opinions of respondents towards their financial providers' corporate social responsibility. In 
other words, the objective is to explore different opinions in relation to the phenomenon of CSR 
as shown in the Tables 5.3 and 5.4). The results are given through Likert scale as explained 
before. 
Table 5.3 Perception on CSR 
(Q8) Integrating volunteering actions 













Disagree 37 18.0 
Somewhat disagree 37          18.0     
Somewhat agree             86 42.0 
Agree 29 14.1 
Strongly agree 4 2.0 
Total 205 100.0 













Disagree 30 14.6 
Somewhat disagree 44 21.5 
Somewhat agree 85 41.5 
Agree 33 16.1 
Strongly agree 3 1.5 
Total 205 100.0 





Strongly disagree           5       2.4  
           
       
4.30 
 
   
  
1.199 
Disagree 17 8.3 
Somewhat disagree 19 9.3 
Somewhat agree 58 28.3 
Agree 81 39.5              
Strongly agree 25 12.2 
Total 205 100.0 













Disagree 16 7.8 
Somewhat disagree 32       15.6 
Somewhat agree 75 36.6 
Agree 66 32.2 
Strongly agree 8 3.9 
Total 205 100.0 
Each question in the section of CSR started with "My bank supports activities that contribute 
towards social good through…" and the first question in Table 5.3 is related to the volunteering 
actions on which 42% 'Somewhat agree', 14.1% 'Agree', followed by 2% of those who 'Strongly 
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agree'. On the other hand, equal number of responses (185) for those who 'Somewhat disagree' 
and 'Disagree', followed by 5.9% of those respondents who 'Strongly disagree'. This category has 
the mean value of 3.46% and standard deviation of 1.169. The results show that majority of 
respondents believe that their banks are promoting CSR through volunteering actions, bearing in 
mind that the responses are based on the respondents' main bank. 
Following question (Question 9) in Table 5.3 shows difference in the opinions regarding the 
respondent banks promotion of CSR through 'incorporating environmental legislation' where 
41.5% 'Somewhat agree' to the statement followed by 16.1% of those who 'Agree' and 1.5% 
'Strongly agree'. Others decided to 'Somewhat disagree' with the statement (21.5%), 'Disagree' 
14.6% and 'Strongly disagree' with 4.9%. The above results indicate that the Muslim customers 
in the UK might be aware of the issues concerning protection of the environment by their banks. 
The mean value for this category is 3.53 and standard deviation 1.117. Further to the above and 
within the same CSR cluster, Table 5.3 also investigates the respondents' opinions on 'giving 
equal opportunities to its customers'  where the responses are clearly skewed towards agreement 
to the statement. In that regards majority of respondents 'Agree' to the statement with 39.5%, 
followed by those who 'Somewhat agree' (28.3%) and 12.2% of those who 'Strongly agree'. This 
category has mean value of 4.30 and standard deviation of 1.199.  Very similar values are 
obtained for the following question (Question 11) where the majority concur to the statement. 
The results show that 36.6% 'Somewhat agree', 32.2% 'Agree' and 3.9% 'Strongly agree'. 
Nevertheless, 15.6% 'Somewhat disagree' to the statement, followed by 7.8% of respondents who 
'Disagree' and 3.9% who 'Strongly disagree'. 
Furthermore, Table 5.4 shows the values of three questions within the category of CSR. Question 
12 depicts the results of whether the respondents' bank 'provide financial inclusion for the 
community' where surprisingly high number of respondents agree (on different levels) to the 
statement with 40% of those who 'Somewhat agree', 26.8% 'Agree' and 2.9% 'Strongly agree', 
giving the total cumulative percentage of 69.7%. These results indicate that majority of 
respondents believe that the community is financially included in the financial system. The 
category has mean value of 3.84 and standard deviation of 1.148. A very similar results are 
shown in the following question (Question 13) 'Introducing rules and procedures for the correct 
operation in financial market' where again, most of the respondents agreed to the statement. The 
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agreement to the statement is in the following sequence: 32.2% 'Somewhat agree', 25.4% 'Agree' 
and 6.8% 'Strongly agree'. On the other hand, 18.5% 'Somewhat disagree', 10.2% 'Disagree' and 
6.8% 'Strongly disagree' giving the mean value of 3.79 and standard deviation of 1.304. The 
values shown do not conform with the general inference that Muslim customers agree to the 
statement that banks and other financial service providers in the UK operate in a fair-play 
environment.  
Table 5.4 Perceptions on CSR 
(Q12) Providing financial inclusion for the community 













Disagree 15 7.3 
Somewhat disagree 36 17.6 
Somewhat agree 82 40.0 
Agree 55 26.8 
Strongly agree 6 2.9 
Total 205 100.0 





                








Disagree 21 10.2 
Somewhat disagree 38 18.5 
Somewhat agree 66 32.2 
Agree 52 25.4 
Strongly agree 14 6.8 
Total 205 100.0 















Disagree 12 5.9 
Somewhat disagree 23 11.2 
Somewhat agree 74 36.1 
Agree 59 28.8            
Strongly agree 24 11.7 
Total 205          100.0 
Nevertheless, in terms of the participants' opinions of whether they are being listened to and 
whether their queries are answered accordingly (Question 14), the majority of responses are 
positive where 36.1% 'Somewhat agree', 28.8% 'Agree' and 11.7% 'Strongly agree'. Significantly 
less proportion is of those respondents who think otherwise giving the mean value for this 
category of 4.10 and standard deviation of 1.292. 
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5.1.3 Respondent perceptions on products and services 
Products and services offered by the financial service providers are supposed to attract customers 
and consequently enhance their image and reputation. Therefore, in order to maintain good 
reputation and further enhance it, both Islamic and conventional financial service providers must 
pay a lot of attention to these components of corporate reputation. This part of questionnaire 
further explores opinions of respondents towards products and services. Each question begin 
with "My bank's good customer service reflects through..." 
Table 5.5 Products and Services 
(Q15)  Internet banking 













Disagree 3 1.5 
Somewhat disagree 5 2.4 
Somewhat agree 18 8.8 
Agree 124 60.5 
Strongly agree 55 26.8 
Total 205 100.0 













Disagree 5 2.4 
Somewhat disagree 7 3.4 
Somewhat agree 24 11.7 
Agree 91 44.4 
Strongly agree 74 36.1 
Total 205 100.0 















Disagree 4 2.0 
Somewhat disagree 9 4.4 
Somewhat agree 43 21.0 
Agree 97 47.3 
Strongly agree 46 22.4 
Total 205 100.0 











Disagree 10 4.9 
Somewhat disagree 11 5.4 
Somewhat agree 41 20.0 
Agree 87 42.4 
Strongly agree 52 25.4 
Total 205 100.0 











Disagree 9 4.4 
Somewhat disagree 8 3.9 
Somewhat agree 36 17.6 
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(Q15)  Internet banking 













Disagree 3 1.5 
Somewhat disagree 5 2.4 
Somewhat agree 18 8.8 
Agree 124 60.5 
Strongly agree 55 26.8 
Agree 105 51.2 
Strongly agree 45 22.0 
Total 205 100.0 
Table 5.5 shows results for internet banking where the majority of respondents are of the opinion 
that their banks provide a very good internet banking facility where 60.5% 'Agree', 26.8% 
'Strongly agree' and 8.8% 'Somewhat agree'. In terms of the mean value, it is calculated to 5.08 
and standard deviation of .761. Similarly, Question 16 depicts similar results with regards to 
mobile banking where 36.1% 'Strongly agree', 44.4% 'Agree' and 11.7% 'Somewhat agree'. The 
mean value is again similar to the previous question (5.02) and standard deviation 1.073. These 
results indicate that the UK banks pay attention to the technology which is reflected through the 
customer satisfaction with those services. 
Furthermore, majority of participants are happy with the selection of debit and credit cards 
offered by their banks where 47.3% 'Agree' to the statement, followed by 22.4% of those who 
'Strongly agree' and 21% of those who 'Somewhat agree'. The mean value for this category is 
4.75 and standard deviation 1.094. Similarly, respondents are generally satisfied with 
uninterrupted card payments where 42.4% 'Agree', 25.4% 'Strongly agree' and 20% 'Somewhat 
agree'. On the other hand, very small percentage are those who 'Disagree' with the statement 
(4.9%), followed by those who 'Somewhat disagree' (5.4%) and 'Strongly disagree' (2%). 
Similarly, the mean value in this category is 4.72 and standard deviation 1.161. The last question 
in Table 3a) concerns the respondent opinions on whether their banks provide efficient deposit 
facilities for cash and cheques. Unsurprisingly, the results are almost the same as in the 
Questions 17 and 18 where the respondents regard their banks as very advanced in relation the 
concerned matter. The accumulated percentage of those who agree (on different levels) to the 




Table 5.5 shows the results of four questions from the questionnaire survey where the 
respondents were asked to rate their banks' products and services. Question 20 concerns 'cash 
withdrawals without delay and limitation', where the respondents answered somewhat differently 
than in the previous questions related to the same cluster of products and services. Although the 
majority agree with the statement with 73.2% as an accumulative percentage, 14.6% 'Somewhat 
disagree' with the statement, followed by those who 'Strongly disagree' 7.3% and 'Disagree' 
4.9%. The calculated mean value for this category is 4.12 and standard deviation 1.329 which 
means that, in comparison with the previous questions, a number of customers are not able to 
access their funds on demand for various reasons. The reasons for this might be due to the banks 
internal regulations related to larger cash withdrawals which may later lead to further 
investigation by financial crime units and other relevant departments in order to track a 
customers' cash spending and prevent any illegal actions that may occur.  
Table 5.5 Products and Services 
(Q20) Withdrawals with no limitations and delays 













Disagree 10 4.9 
Somewhat disagree 30        14.6     
Somewhat agree                48 23.4 
Agree 83 40.5 
Strongly agree 19 9.3 
Total 205 100.0 













Disagree 15 7.3 
Somewhat disagree 25 12.2 
Somewhat agree 83 40.5 
Agree 56 27.3 
Strongly agree 12 5.9 
Total 205 100.0 





Strongly disagree           3       1.5  
           
       
4.60 
 
   
  
1.077 
Disagree 8 3.9 
Somewhat disagree 15 7.3 
Somewhat agree 51 24.9 
Agree 91 44.4              
Strongly agree 37 18.0 
Total 205 100.0 










Disagree 5 2.4 
Somewhat disagree 12       5.9 
79 
 
Valid Somewhat agree 51 24.9 4.58 .974 
Agree 112 54.6 
Strongly agree 21 10.2 
Total 205 100.0 
 
Almost identical values are found for the Question 21 which investigates whether the 
respondents' banks offer borrowing of funds quickly and efficiently. Again, despite the large 
percentage of those who agree (73.7%), a number of respondents are of different pinions where 
12.2% 'Somewhat disagree', 7.3% 'Disagree' and 6.8% 'Strongly disagree' which represents 
26.3% in total. The mean value is 3.91 and standard deviation 1.239. The reason why 
respondents answered in these percentages opens door for further exploration, whether they 
approached their banks for funds or it is only their personal opinion - not based on their 
experiences. 
Moreover, respondents are content about their banks' good customer service through 'dealing 
with customer queries' (Question 22) where 44.4% 'Agree', 24.9% 'Somewhat agree' and 18% 
'Strongly agree' with mean value of 4.60 and standard deviation 1.077. The responses are very 
much positive in relation to this question and these may be directly related to a respondents' 
individual experience in dealing with their banks. Quite similarly, respondents have positive 
opinions on the statement related whether their banks' good service reflects through 'updates on 
the bank's new products and services' (Question 23). The mean value for this category is 4.58 
and standard deviation .974 which indicates that the customers of the UK banks are very well 
informed of any changes, products or services through various means such as post, email and 
text messages. 
5.1.4 Respondent perceptions on the component of emotional appeal 
Customers' individual feeling about their banks is yet another important factor in the holistic 
picture of corporate reputation. Without a doubt, of the main aims of any bank or financial 
service provider is to make their customers feel good about them which is usually achieved by 
providing excellent service over a period of time. Table 5.6 provides the values on five questions 
within the 'Emotional appeal' cluster of examined corporate reputation matrix. 
Question 24 'Based on my previous experience with the bank, I feel good to be a customer of my 
bank' provides with again positive results where 40.5% 'Agree' with the statement followed by 
36.6% of those who 'Agree' and 13.2% who 'Strongly agree'. On the other hand, minority 
represent different opinions of the total of 9.7%. mean value for this category is 4.51 and 
80 
 
standard deviation .998 which indicates overall positive experiences of the respondents with their 
banks. In comparison with the previous question, somewhat less content are the respondents with 
the statement 'Based on the positive news and messages about my bank, it is good to be a 
customer of that bank' (Question 25) where more customers disagree giving the accumulative 
value of 16.2%. Nevertheless, the vast majority of respondents agree with the statement. The 
mean value for this question is 4.38 and standard deviation 1.098 which indicate that the 
respondents generally hear good news about their banks which makes them feel good to be 
stakeholders.  
Moreover, respondents were asked to rate the statement 'Based on the bank's ethos, I admire and 
respect the way my bank operates' where 41.5% 'Agree', 24.9% 'Somewhat agree', followed by 
5.4% who 'Strongly agree' with the statement. However, 17.6% 'Disagree', 7.3% 'Somewhat 
disagree' and 3.4% 'Strongly disagree'. This category has mean value of 3.99 and  
 
Table 5. Emotional Appeal 
(Q24)  Based on my experience with the bank, I feel good to be a customer of my bank 












Disagree 2 1.0 
Somewhat disagree 13 6.3 
Somewhat agree 75 36.6 
Agree 83 40.5 
Strongly agree 27 13.2 
Total 205 100.0 














Disagree 12 5.9 
Somewhat disagree 18 8.8 
Somewhat agree 70 34.1 
Agree 75 36.6 
Strongly agree 27 13.2 
Total 205 100.0 















Disagree 36 17.6 
Somewhat disagree 15 7.3 
Somewhat agree 51 24.9 
Agree 85 41.5 
Strongly agree 11 5.4 
Total 205 100.0 










Disagree 34 16.6 
Somewhat disagree 26 12.7 
81 
 
(Q24)  Based on my experience with the bank, I feel good to be a customer of my bank 












Disagree 2 1.0 
Somewhat disagree 13 6.3 
Somewhat agree 75 36.6 
Agree 83 40.5 
Strongly agree 27 13.2 
Valid Somewhat agree 58 28.3 3.89 1.261 
Agree 71 34.6 
Strongly agree 10 4.9 
Total 205 100.0 











Disagree 25 12.2 
Somewhat disagree 30 14.6 
Somewhat agree 63 30.7 
Agree 71 34.6 
Strongly agree 6 2.9 
Total 205 100.0 
standard deviation of 1.311. These values are rather concerning given that sampled population 
are highly educated Muslim students, mainly customers of conventional banks, who believe that 
ethos of their bank is correct. This clearly indicates that the Muslim population in the UK are not 
familiar with the notion of Islamic banking and finance to reasonable level.  
Moreover, financial performance has been given as a factor of emotional appeal and the 
respondents were asked to rate their opinions of given scale whether they 'trust their banks in the 
way it conducts the business'. 34.6% of the respondents 'Agree' followed by 28.3% who 
'Somewhat agree' and 4.9% who 'Strongly agree'. A considerable number are those who do not 
concur to the statement where 16.6% 'Disagree', 12.7% 'Somewhat disagree' and 2.9% 'Strongly 
disagree'. This category has the mean value of 3.89 and standard deviation of 1.261. When 
compared to the previous question, respondents seem to be rather concerned with the financial 
performance of their bank in relation to their trust in the way how their banks operate. 
The last question in the Emotional appeal section of the questionnaire is 'As my bank engages in 
non-profitable activities for the community, my trust in it increases' where the respondents 
clearly have mixed opinions. Yet, the vast majority 'Agree' with the statement with 34.6%, 
followed by 30.7% of those who 'Somewhat agree' and 2.9% who 'Strongly agree', giving the 
mean value to this category of 3.86 and standard deviation of 1.235. The high percentage of 
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respondents who do not agree with the statement (31.7%) clearly indicate that engagement of the 
bank in CSR-related activity does not make a difference when it comes to their trust in that 
particular bank. 
5.1.5 Respondent perceptions on the workplace environment 
This part of the questionnaire relates to the respondents' opinions regarding their bank's 
workplace environment and how they think the employees of their banks feel to work for those 
banks. The main aim of this category of questions is to find out the respondents' perceptions of 
their banks' employees through their manifest and the service provided. This section has 6 
questions divided into two Tables 5.7 and 5.8. 
Question 29 asks respondents to rate the statement 'Based on the quality of services that I 
receive, I believe that my bank rewards its employees accordingly' to which the majority 'Agreed' 
with the percentage of 30.7%, followed by the same percentage of those who 'Somewhat agree'. 
Only 2.9% of respondents 'Strongly agree'. On the other hand, 26.3% 'Somewhat disagree', 5.4% 
'Disagree' and 3.9% 'Strongly disagree'. The category has mean value of 3.87 and standard 
deviation of 1.115. The responses are clearly mixed despite the large percentage of respondents' 
agreement with the statement. However, if the percentage of those who disagree with the 
statement is considered it raises set of questions such as whether they receive good customer 
service at all? If not, could it be because of the internal organisational pressure which employees 
may have or for some other reason? These questions remain to be answered. 
Table 5.7 Workplace Environment 
(Q29) Based on the quality of services that I receive, I believe that my bank rewards its 
employees accordingly 












Disagree 11 5.4 
Somewhat disagree 54 26.3 
Somewhat agree 63 30.7 
Agree 63 30.7 
Strongly agree 6 2.9 
Total 205 100.0 
(Q30) I consider that my bank has warm and friendly environment and therefore I believe my 




      Valid 
                








Disagree 14 6.8 
Somewhat disagree 38 18.5 
Somewhat agree 52 25.4 
Agree 82 40.0 
Strongly agree 9 4.4 
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Total 205 100.0 


















Disagree 18 8.8 
Somewhat disagree 38 18.5 
Somewhat agree 55 26.8 
Agree 71 34.6            
Strongly agree 7 3.4 
Total 205          100.0 
 
Furthermore, responses to the statement 'I consider that my bank has a warm and friendly 
environment and therefore I believe my bank is a good place to work' have been received in the 
following order: 40% 'Agree', 25.4% 'Somewhat agree' and 4.4% 'Strongly agree'. There is a 
clearly larger disproportion in answers as 18.5% 'Somewhat disagree', 6.8% 'Disagree' and 4.9% 
'Strongly disagree'. Compared to the previous question, this category has a larger mean value of 
4.01 and also greater deviation of 1.216. The last statement in Table 5.7 'I believe that my bank 
recognises its employees' religious and cultural needs and accommodates them' has even greater 
standard deviation value of 1.302 with the mean value of 3.81. The values in responses indicate 
that a larger percentage of respondents doubts or disagrees to different extent that their banks 
accommodate and tolerate their employees' different religious and cultural needs.  
Table 5.8 Workplace Environment 
(Q32) Employees continuity at my bank gives the impression that it provides a reasonable job 
security 













Disagree 14 6.8 
Somewhat disagree 29 14.1 
Somewhat agree 67 32.7 
Agree 80 39.0 
Strongly agree 9 4.4 
Total 205 100.0 





      Valid 
                








Disagree 22 10.7 
Somewhat disagree 18 8.8 
Somewhat agree 94 45.9 
Agree 56 27.3 
Strongly agree 13 6.3 
Total 205 100.0 
(Q34) Based on my experience, I believe my bank has a good and approachable employees 
 
 
Strongly disagree 9 4.4  
 
 
 Somewhat disagree 14 6.8 
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1.082 Agree 86 42.0            
Strongly agree 26 12.7 
Total 205          100.0 
 
Table 5.8 starts with the statement 'Employees continuity at my bank gives the impression that it 
provides a reasonable job security' where again the majority of respondents hold a positive 
opinion with 39% of those who 'Agree' and 4.4% 'Strongly agree'. Considerable percentage is of 
those who 'Somewhat agree' with 32.7%. There is also 14.1% of respondents who 'Somewhat 
disagree', 6.8% 'Disagree' and 2.9% 'Strongly disagree'. The mean value for the category is 4.11 
and standard deviation 1.112. Similarly, respondents agree to a high degree with the statement in 
Question 33 which ensured the mean value of 4.06. This further implies that through employee 
positive engagement and the way of interaction with respondents, they could identify that as part 
of their corporate culture. The last question in the category of workplace environment is whether 
the respondents believe the employees of their bank are generally approachable. In that regard, 
an even greater proportion of respondents agree to the statement which is reflected in yet high 
mean value of 4.47. Standard deviation for the category is 1.082. 
5.1.6 Respondent perceptions on the component of financial performance 
Financial performance is yet another cluster of corporate reputation measurement scale tested in 
this research. This factor may be important in customers' decision making whether to deal with 
certain bank or not. This section has six questions divided in two tables. 
Table 5.9 Financial Performance 
(Q35) My bank outperforms its competitors on the market 













Disagree 12 5.9 
Somewhat disagree 41 20.0 
Somewhat agree 89 43.4 
Agree 45 22.0 
Strongly agree 14 6.8 
Total 205 100.0 






                








Disagree 31 15.1 
Somewhat disagree 62 30.2 
Somewhat agree 63 30.7 
Agree 30 14.6 
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Strongly agree 2 1.0 
Total 205 100.0 


















Disagree 18 8.8 
Somewhat disagree 32 15.6 
Somewhat agree 73 35.6 
Agree 69 33.7            
Strongly agree 8 3.9 
Total 205          100.0 
Table 5.9 above depicts results on three statements related to the financial performance. Under 
the question 35 'My bank outperforms its competitors on the market', responses are skewed 
towards positive side where the large proportion of respondents agree with the statement giving a 
fairly high mean value of 3.98. Standard deviation for the category is 1.052. Following statement 
'As an indicator of a sound financial performance, my bank pays high return on my deposits' has 
somewhat different responses to the previous statement where fairly larger proportion of 
respondents disagree which reflects in 53.6%. The mean value of 3.31 is therefore lower than in 
the previous statement. The category also has standard deviation of 1.171. Furthermore, the last 
question in Table 5.9 (Question 37) indicate that the respondents are aware of the current 
initiative which banks are taking nowadays which is also reflected in high mean value of 4.00. 
The respondents, however, assume that these initiatives are reflection of the sound financial 
performance, hence it might not be the case if we take into consideration the competitive market.  
Furthermore, Table 5.10 depicts further three statements within the same cluster. Question 38 has 
rather interesting results where the majority of respondents agreed despite the fact that most of 
the UK banks are significantly reducing the number of employees and closing down their 
branches. Nevertheless, this category has mean value of 3.84 and standard deviation of 1.077. 
Somewhat different results are shown in Question 39 for the statement 'As an indicator of a 
sound financial performance, my bank expands its business in other places (ATMs, agencies, 
etc.)' where 37.6% disagree given slightly lower mean value of 3.80 and subsequently higher 
standard deviation score of 1.295. This is in contradiction with the previous question which is 
almost the same, given that supposedly the respondents understand the situation with banking 
industry in the UK to some extent. 
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The last question in Table 5.10 is 'Based on the information that I have about my bank, I expect 
it to grow in the future' shows the results for future expectations where 40% 'Somewhat agree', 
29.8% 'Agree' and 14.1% 'Strongly agree'. On the other hand, 12.7% 'Somewhat disagree' with 
the statement, followed by 2.4% who 'Disagree' and 1% who 'Strongly disagree', which gives 
quite high mean value of 4.37. Nevertheless, the majority of respondents are in the lowest scale 
of agreement which may not necessarily mean that the expectations are high. These variables 
will be further analysed in the forthcoming part of the chapter. 
Table 5.10 Financial Performance 
(Q38) As an indicator of a sound financial performance, my bank employs new staff members 













Disagree 16 7.8 
Somewhat disagree 37 18.0 
Somewhat agree 87 42.4 
Agree 53 25.9 
Strongly agree 4 2.0 
Total 205 100.0 
(Q39) As an indicator of a sound financial performance, my bank expands its business in other 





                








Disagree 34 16.6 
Somewhat disagree 36 17.6 
Somewhat agree 58 28.3 
Agree 55 26.8 
Strongly agree 15 7.3 
Total 205 100.0 
(Q40) Based on the information that I have about my bank, I expect it to grow in the future 
 
 














Disagree 34 2.4 
Somewhat disagree 36 12.7 
Somewhat agree 58 40.0 
Agree 55 29.8            
Strongly agree 15 14.1 
Total 205          100.0 
 
5.1.7 Respondent perceptions on the component of vision and leadership 
The last part of the questionnaire survey was to assess the participants opinions, based on their 
individual experiences, whether their banks' leaders have clear vision and how do they  think 
their banks are being led. The section has six questions, divided in two tables where the 
statements are given in positive form as in the previous sections. 
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Table 5.11 starts with the statement 'I believe my bank is managed and directed by leaders in the 
best possible way' where the respondents 'Somewhat agree' in the largest proportion of 45.4% 
followed by 23.4% who 'Agree' and 4.4% 'Strongly agree' giving a slightly high mean value of 
3.84 which indicates that the respondents have faith and high esteem towards their financial 
service providers in way how they are managed and directed. The category has standard 
deviation of 1.180. Q42 has been set up in the similar format as Q37, hence in different contexts, 
where the respondents were required to give their opinions on 'adequate product development 
that responds to modern needs'. The answers are highly positive where 36.6% 'Agree', 35.1% 
'Somewhat agree' and 6.3% 'Strongly agree' giving the mean value of 4.20. This clearly shows 
that the respondents are content with their banks' vision regarding new developments and future 
technological advancements that meet contemporary needs. This category has standard deviation 
of 1.016.  
In line with the previous statements, following one 'I believe my bank has a clear vision for 
introducing new technologies for easy and efficient banking' has even greater proportion of those 
who believe so. 44.9% of respondents 'Agree', 35.1% 'Somewhat agree' and 10.7% 'Strongly 
agree' with even higher mean value of 4.53 than in the previous questions related to the same 
subject. This indicates that sampled population is following trend of electronic and online 
banking and suggests that they use and compare it with other financial service providers' 
facilities and services. Standard deviation for the category is .893. 
Table 5.11 Vision and Leadership 
(Q41) I believe my bank is managed and directed by leaders in the best possible way 













Disagree 18 8.8 
Somewhat disagree 25 12.2 
Somewhat agree 93 45.4 
Agree 48 23.4 
Strongly agree 9 4.4 
Total 205 100.0 





      Valid 
                








Disagree 13 6.3 
Somewhat disagree 31 15.1 
Somewhat agree 72 35.1 
Agree 75 36.6 
Strongly agree 13 6.3 
Total 205 100.0 
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Disagree 5 2.4 
Somewhat disagree 13 6.3 
Somewhat agree 72 35.1 
Agree 92 44.9            
Strongly agree 22 10.7 
Total 205          100.0 
 
The last table in the descriptive part of data analysis is Table 5.12 within the same corporate 
reputation cluster of vision and leadership. The statement 'I believe my bank has a clear vision 
for availability of new ATM facilities for customer's needs' also has a high frequency of 
agreement among the respondents where 40% 'Agree', 30.7% 'Somewhat agree' and 14.1% 
'Strongly agree'. The mean value is yet again high with 4.44 and standard deviation of 1.108. The 
result indicates that the respondents are aware of new high street ATM facilities that are being 
introduced which can offer almost all types of banking including cash withdrawals and deposits, 
cheque deposits, account information and printing statements. 
Table 5.12 Vision and Leadership 
(Q44) I believe my bank has a clear vision for availability of new ATM facilities for customer's 
needs 













Disagree 10 4.9 
Somewhat disagree 17 8.3 
Somewhat agree 63 30.7 
Agree 82 40.0 
Strongly agree 29 14.1 
Total 205 100.0 






                








Disagree 6 2.9 
Somewhat disagree 17 8.3 
Somewhat agree 67 32.7 
Agree 86 42.0 
Strongly agree 25 12.2 
Total 205 100.0 
(Q46) I believe my bank has a clear vision for meeting expectations of the local community 
 
 














Disagree 16 7.8 
Somewhat disagree 29 14.1 
Somewhat agree 81 39.5 
Agree 61 29.8            
Strongly agree 12 5.9 




Furthermore, questions regarding respondent opinions on whether their banks have facilities to 
accommodate customers with special needs (Question 45), has even greater proportion of 
agreement. The mean value for this category is 4.46 and standard deviation 1.036. the last 
question of the questionnaire survey was 'I believe my bank has a clear vision for meeting 
expectations of the local community' where the percentage of agreements is somewhat less than 
in the previous questions. Here, 14.1% 'Somewhat disagree' with the statement indicating their 
concerns with their banks' vision for meeting customers' needs and expectations. 7.8% 'Disagree' 
and 2.9% 'Strongly disagree'. Standard deviation is 1.119. 
In light of the results presented in this section of the analysis, it could be concluded that the 
majority of respondents generally positive and high expectations of their banks in relation to all 
clusters of the corporate reputation. Nevertheless, the Likert scale questionnaire was set on 6 
level with no middle (neutral) option so the respondents were forced to skew either towards 
positive or negative answer. The results show a very large response frequency for 'Somewhat 
agree' option which clearly indicates the lowest level of agreement with given statements. A 












5.2 INFERENTIAL STATISTICAL ANALYSIS 
5.2.1 Introduction 
The data acquired from respondents through the questionnaire survey was descriptively analysed 
in the previous section of this chapter. In this section, the data analysis is carried out in a 
different manner by employing non-parametric statistical analysis where all parameters from the 
demographic profile of respondents serve as a control variable and are tested against other 
nominal variables. The demographic questions consist of 7 parameters: 'I am a customer of...', 
'Years being a customer of your main bank', 'Age', 'Gender', 'Marital status', 'Highest level of 
education' and the 'Ethnicity'. 
The non-parametric tests, Kruskal-Wallis and Mann-Whitney U test, have the aim of exploring 
the intensity of statistically significant differences among tested parameters of corporate 
reputation. The significance level is automatically set to .05 (5%) benchmark where the 
statements with the significance value of 5% and less are rejected and further discussed in tables 
below.  
5.2.2 Determining factors of the perceptions on corporate social responsibility (CSR) 
Within the category of Corporate Social Responsibility, five different questions have been found 
to have a significant difference in responses. Table 5.13 depicts statistically significant difference 
within the category 'I am a customer of' against the statement ‘My bank's social responsibility 
reflects in its voluntary contributions towards good causes' with the significance p-value of .045 
which further implies that the customers of different banks have different opinions on whether 
their banks contribute towards CSR through volunteering actions. This reflects through declining 
mean ranks from solely Islamic bank customers (138.83) to solely conventional bank customers 
(97.73). In addition, it is evident that the highest mean ranks have categories with the customers 









Table 5.13 Significance of Control Variables on the Statement: ‘My bank's social 
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Furthermore, Table 5.14 below shows values obtained through the calculation of significance of 
the control variable 'Highest level of education obtained' and the statement 'My bank's social 
responsibility reflects through its adherence to the environmental legislation'; the result of the 
Kruskal-Wallis test depicts statistically significant difference with the p-value of .026. The 
highest mean rank represents the education group of 'A-levels' (130.50) followed by 'Diploma' 
(125.45) and 'PhD degree' (113.35) which means that these categories had the highest frequency 
of agreement with the given statement. Conversely, this further implies that the most significant 
difference in answers is evident among the respondents at the educational levels of 'Masters 
degree' and 'Bachelors degree'. 
Table 5.14 Significance of Control Variables on the Statement: ‘My bank's social 
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The cluster of corporate social responsibility has another statistically significant difference of 
controlled variable of 'Ethnicity' in relations to the statement 'My bank's social responsibility 
reflects through treating customers equally and fairly' (Table 5.15). The control variable, as 
shown in Table 5.15, depicts statistically significant difference at 5% with the p-value of  .027 
which further implies a wide range of differences across the categories. The highest mean rank as 
the category 'White British' at 129.94, followed by 'Other White' at 118.69 and 'Asian or Asian 
British' at 103.26. The values indicate that the above mentioned group categories are the most 
content about their banks' CSR reflection through treating customers equally and fairly. The 
respondents from other group categories have different opinions and think that they are not as 
equally and fairly treated as others. 
Table 5.15 Significance of Control Variables on the Statement: 'My bank's social 
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Furthermore, the statement 'My bank's social responsibility reflects through its responsiveness 
and contributions toward charitable activities and protection of environment' in Table 5.16 also 
has a statistically significant differences among responses where the respondents who possess 
diploma as a highest degree, achieved 138.87 in mean rank. This is followed by 'A-levels' which 
has the mean rank of 123.66. This indicates that the lower level of education holds higher esteem 
for their banks in relation to their responsiveness towards society and the environment. Contrary, 
education levels of 'Bachelors degree' and 'Masters degree' have the lowest mean rank indicating 
that these groups are more conscious of their banks' activities and also more critical towards the 
work their banks do. The category is significant at 5% with p-value of .005. 
 
Table 5.16 Significance of Control Variables on the Statement: 'My bank's social 
responsibility reflects through its responsiveness and contributions toward charitable activities 
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The last statement from the 'Corporate Social Responsibility' cluster is 'Overall, I believe my 
bank is socially oriented and its responsibility is evident in its support to society'. This statement 
has very similar values as the previous one where the lower educational levels such as 'A-levels' 
achieved 129.77 mean rank, followed by 'Diploma' with 129.61 and the 'Certificate' with 103.50 
indicating that these categories are content with the way their banks deal with the society. On the 
other hand, almost identical from the previous table, holders of the higher degrees think 
otherwise. 
Table 5.17 Significance of Control Variables on the Statement: 'Overall, I believe my bank is 
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KW Test .035 
5.2.3 Determining factors of the perceptions on products and services 
This section discusses different factors, or perhaps clusters, of the corporate reputation in relation 
to respondents' perceptions of the products and services of their bank. In this section six separate 
tables are created where statistically different responses for certain statements are discussed. 
Table 5.18 shows such results in relation to the statement 'My bank's good service reflects 
through its internet banking facilities' where the control variable group of highest education 
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achieved produced p-value of .048. It can be seen that higher educational levels have higher 
mean values with 'PhD degree' of 111.80, 'Masters degree' 108.89, 'Bachelors degree' 102.23. 
However, the highest mean value has the education level of 'Certificate' signifying high level of 
agreement with the statement.  
Table 5.18 Significance of Control Variables on the Statement: 'My bank's good service 
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Furthermore, a very similar statement to the previous one where the respondents' perceptions on 
their bank's mobile banking facilities is examined can be seen in Table 5.19. The significant 
difference at 5% was calculated for the control variable of highest education level achieved with 
a very similar values to the previous statement. Mostly the higher education level, the higher 
mean value obtained which denotes that those respondents are familiar with the facilities offered 
through mobile banking and regard them as good. The p-value is .015 which stresses the 
arguable nature of the statement. 
Table 5.19: Significance of Control Variables on the Statement: 'My bank's good service 
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Table 5.20a) below depicts values of control variable 'years being customer of your main bank' 
in relation to the statement 'My bank's good service reflects through variety of debit cards'. The 
highest mean rank have the respondents who were banking with their main banks between 7 and 
9 years with 121.70, followed by the group '10 years and over' with the mean rank 108.15 and '4-
6 years' with 98.92. The lower category '1-3' has 82.86 and 'Less than 1' 32.33. The p-value of 
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.010 signifies difference among responses, hence further implies that the longevity with the bank 
impacts customers' opinions. 
Table 5.20a): Significance of Control Variables on the Statement: 'My bank's good service 
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Moreover, Table 5.20b) depicts values of the significance of the variables on the statement 'My 
banks' good service reflects through smooth card payments with no rejections' where two control 
variables have been found to have significance of up to 5%. First variable 'I am a customer of...' 
where the participants who were 'mainly customers of conventional banks but used Islamic banks 
as well' scored the highest mean rank of 132.30, followed by those who were 'conventional bank 
customers only' with 103.74. On the other hand, group who bank with 'Islamic bank only' has 
mean rank of 97.93 and the lowest mean rank of 61.33 has the group 'Islamic bank mainly but I 
also use conventional bank'. The significance p-value is .003 which denotes a high disparity 
among respondent groups. This further means that customers of Islamic banks are not satisfied 
with card payments and card facilities. 
The 'Marital status' control variable is significant at 5% where the mean rank values of 108.92 
were shown for 'Married' in contrast to 'Single' with 75.47. The values were calculated through 











Table 5.20b): Significance of Control Variables on the Statement: ‘My banks' good service 
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Table 5.21 analyses how significant control variable of 'Highest level of education' in relation to 
the statement 'My bank's good service reflects through borrowing funds quickly and efficiently'. 
The values exhibited are at 5% significance where the highest mean rank has group category 
'PhD degree' with 120.60, followed by 'Diploma' 118.21, 'Bachelors degree' 112.32 and 'A-levels' 
102.45. A considerably lower mean ranks has 'Masters degree' with 84.86 and the 'Certificate' 
with 77.86. The significance p-value for this category is .022 which signifies disparity in 
responses and opinions among group categories. 
Table 5.21: Significance of Control Variables on the Statement: 'My bank's good service 






































The last table in this subsection is Table 5.22 which shows results of the control variable 'Marital 
status' against the statement 'My bank's good service reflects through updates on its new products 
and services'. Total disparity among the answers is recorded where the groups category 'married' 
achieved 110.26 mean rank whereas 'single' have 66.29. Such disparity reflects in p-value of 
.000. This further means that married respondents regard their banks as efficient in relation to the 
statement whereas 'single' respondents have opposite opinions. 
Table 5.22: Significance of Control Variables on the Statement: 'My bank's good service 
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5.2.4 Determining factors of the perceptions on emotional appeal  
This subcategory of the chapter further investigates whether the responses are significantly 
different among test groups. As it can be seen in Table 5.23, different group categories have 
generated a large disparity in responses related to the statement 'Based on my experience with 
the bank, I feel good to be customer of my bank' where 'married' group have a mean rank of 
107.26 comparing to 'single' respondents who have mean rank of 80.26. This further implies that 
'married' sampled population reserves rather positive judgements about their banks which also 
corresponds to the findings from Table 5.22. The p-value of .021 has been generated through 
Mann-Whitney U test. 
Table 5.23: Significance of Control Variables on the Statement: 'Based on my experience 
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Furthermore, in exploring determining factors of the respondents' perceptions related to the 
cluster of emotional appeal, results of the inferential statistical analysis can also be seen in Table 
5.24 where two control variables are found to have significant differences at 5%. The responses 
on the statement ‘Based on the positive news and messages about my bank, it is good to be a 
customer of that bank' have significant differences under the control variable 'years being 
customer of your main bank', where the largest mean rank has the group of customers who were 
with their banks for less than 1 year. This is followed by the group '7-9' with the mean rank of 
122.10 and '10 years and over' with 107.41. It can be argued that positive news and messages 
about a bank have an impact on the customers' opinions which further means that the longevity 
with a bank reflects on the overall customers' opinions about that bank. This category has p-
value of .009. Moreover, marital status is also found to have a significance and the generated 
results in this category are very similar to the values from the previous two tables. Here, 'single' 
category has mean rank of 67.96 where 'married' category has 109.90 which means that the 
'married' category of respondents largely agrees to the statement, further signifying that they are 
more emotionally attached to their banks than the latter category. This variable has p-value of 
.000. 
Table 5.24: Significance of Control Variables on the Statement: ‘Based on the positive news 
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Table 5.25 shows results with the statistically significant difference in responses related to the 
statement ‘Based on the bank's ethos, I admire and respect the way my bank operates' where the 
categories of 'Age' and 'Marital status' are found to have such differences at 5% p-value. Within 
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the groups variable 'Age', the category with the highest mean rank is 'Over 50' (131.94), followed 
by '41-50' (114.26), '21-30' (108.09), '31-40' (91.83) and 'Under 20' (25.50) which further implies 
that the more mature respondents better understand the meaning and the principles behind their 
banks' ethos. This category has significance p-value of .016. Furthermore, 'Marital status' has yet 
again appeared as a variable with the significant differences in responses related to the given 
statement. Once more, 'Married' respondents have largely agreed to the statement which reflects 
through the mean rank of 108.99 whereas on the other hand 'Single' respondents have much 
lower agreement rate to the statement with the mean rank of 72.19. The significance p-value is 
.001.  
Table 5.25: Significance of Control Variables on the Statement: ‘Based on the bank's ethos, I 
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Moreover, three control variable groups were found to be significant in relation to the statement 
‘Based on the financial performance, I trust my bank the way it conducts the business’. Within 
the control variable 'I am a customer of', group category 'Islamic bank only' has the highest mean 
rank of 150.60 which signifies that the respondents are aware of their banks' financial soundness 
and subsequently they trust their banks how they conduct the business. The group category 
'Conventional bank mainly, but I also use Islamic bank' has the mean value of 111.55, followed 
by 'Conventional bank only' with 100.08 and 'Islamic bank mainly, but I also use conventional 
bank' with mean rank of 74.13. Based on the values generated, it can be argued that the 
customers of Islamic banks are more concerned about their banks' financial performance than the 
respondents who are the customers of a conventional banks. This phenomenon in the context of 
trust may result in a whole host of new challenges for Islamic banks in the UK. The significance 
p-value for this category is .002. Next significant control variable 'Years being customer of your 
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main bank' shows the group 'Less than 1' with the mean value of 138.50 and '1-3' with 120.14, 
whereas the respondents who were the customers for a longer period of time have lower mean 
rank, i.e. '10 years and over' with the mean rank of 91.36 which further implies that the longevity 
with the bank may not be related with the element of trust. The significance p-value for this 
category is .004. The last variable group in Table 10.4 is 'Highest level of education' which was 
found to be significant in relation to the statement. The values generated through the test show 
differences in answers across the group categories where the highest mean rank achieved the 
group 'Diploma' with 137.97, followed by 'A-levels' with 120.45, 'PhD degree' with 113.65, 
'Masters degree' with 101.71, 'Certificate' with 97.64 and 'Bachelors degree' with 87.55. The 
significance p-value for the category is .009 which signifies that the level of education is an 
important aspect of a customers' trust in a bank.   
Table 5.26: Significance of Control Variables on the Statement: ‘Based on the financial 
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The last table (5.27) in this section shows that the variable 'Years of being customer of your main 
bank' has a significant difference across the group in relation to the statement 'As my bank 
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engages in a non-profit activities for the community, my trust in it increases'. From the 
responses, it can be seen that the groups '7-9' and '10 years and over' have the larger mean rank 
that other groups, except the lowest one 'Less than 1' which has the mean rank of 119.33. The 
significance p-value of .000 signifies that number of years spent as a customer of a bank makes a 
significant difference in perceptions related to the banks' engagements in a non-profit activities 
and the trust that emerges as a result of such activities. 
Table 5.27: Significance of Control Variables on the Statement: 'As my bank engages in non-
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5.2.5 Determining factors of the respondent perceptions on workplace environment 
This subsection of the chapter explores statistically significant differences in responses related to 
the questions regarding workplace environment and how the participants perceive it from their 
own perspective.  
The results generated through the inferential statistical analysis shows that four different control 
variables produced p-values at 5% when tested against the statement ‘Based on the quality of 
service I receive, I believe that my bank rewards its employees accordingly’. The first control 
variable in Table 5.28 shows that two group categories: 'Islamic bank only' have mean rank 
141.00 and 'Conventional bank mainly, but I also use Islamic bank' with 146.40 which further 
proves that the customers of both banks have positive expectations that their financial providers 
reward their employees. The significance p-value is .000. Furthermore, the difference in 
perceptions can be seen through the control variable 'Years of being customer of your main bank' 
where the mean ranks vary across the group categories. The highest mean rank has the year 
category of between '7-9' with 138.00 and also '1-3' with 111.91 which means that these age 
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groups usually received good customer service and therefore believe that the motivational factor 
behind their banks' clerk is an award. The significance p-value is .009.  
The level of education is yet another variable which showed significance in relation to the 
statement, hence much less comparing to other variables as at almost 4%. As such, the highest 
mean rank has the category 'Diploma' with 132.08, followed by 'A-levels' with 119.59 and 
'Masters degree' with 107.83. These values are similar to those from the Table 10.4 which may 
open another scope through which the elements of trust and the overall positive opinion on a 
bank may be associated. This category has a significance p-value of .036.  
Table 5.28: Significance of Control Variables on the Statement: ‘Based on the quality of 
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The last control variable in Table 5.28 is the 'Ethnicity' where the highest mean rank has 'Mixed' 
group with 145.13 followed by 'Other White' with 125.03. The significance p-value of .007 
shows the scale of differences in responses related to the statement. This further implies that 
different ethnic groups receive different quality of service at their banks which opens a 
completely new narrative. As a consequence, respondents feel that their bank's employees may 
not be rewarded and not so motivated to perform well. 
Furthermore, Table 5.29 shows another set of interesting results related to the same cluster of 
corporate reputation where the control variable 'I am a customer of' is found to be significant in 
relation to the statement ‘I consider that my bank has a warm and  friendly environment and 
therefore I believe my bank is a good place for work'. Here the customers of Islamic bank only 
have the mean rank of 121.00 comparing to the lower mean rank of 103.05 for the Conventional 
bank only customers which relates to the respondents' two opinions: a) friendly employees and 
environment, b) the overall believe that the employer provides good working conditions. On the 
other hand, groups of customers who had accounts at both Islamic and conventional banks have 
provided rather different answers. It can be seen that the respondents who were mainly 
conventional bank customers achieved higher mean rank than those of mainly Islamic bank. This 
further indicate that the customer range who mainly bank with Islamic banks have lower 
expectations from their main providers and therefore use other, conventional providers. The 
generated values may require further exploration. The category has significance p-value of .006.  
Table 5.29: Significance of Control Variables on the Statement: ‘I consider that my bank has 
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Table 5.30 below depicts inferential statistics values of two variables compared to the statement 
'I believe that my bank recognise its employees' religious and cultural needs and accommodates 
them'. The first significant variable in responses is 'Gender' where male respondents recognise 
their banks dimension of accommodating for different religious needs which is evident through 
the mean rank of 109.79. The significance p-value for the category is .021. The ethnicity is also 
found to have a significance in comparison to the statement where the 'Mixed' group of 
respondents highly regards their banks as institutions which facilitate such needs which reflects 
through the mean rank of 147.25. This is followed by 'White British' with the mean rank of 
140.97. The significance p-value of the category is .015.  
Table 5.30: Significance of Control Variables on the Statement: 'I believe that my bank 
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Another statement related to opinions of the participants on their bank workplace environment 
'Employees' continuity at my bank gives the impression that it provides reasonable job security', 
is found to have significance through the control variables of 'I am a customer of' and 'Age'. 
Customers of an Islamic banks have a large esteem towards their banks which reflects through 
the mean rank of 125.43 in comparison to a relatively lower mean rank of those who are the 
customers of conventional banks only. The figures may be related to the fact that the customer-
facing employees remain at their positions for a long period of time without changing their 
positions. This is also interlinked with the reality of Islamic banks in the UK which are relatively 
small and do not offer as much opportunities for advancements of careers. The figures related to 
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the conventional banks are lower which means otherwise. This is reflected through the 
significance p-value of .009 of the category. The age is also found to be significant where the 
largest mean rank has the group '41-50' with 120.14, followed by '21-30' with 115.25 and 'Above 
50' with 114.86. The significance calculated is at 1% (.010).  
 
Table 5.31: Significance of Control Variables on the Statement: ‘Employees' continuity at my 
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Another important result is depicted in Table 5.32 where the same control variables as in the 
previous table were found to be significant in relation to the statement ‘Engaging with employees 
of my bank gives me the impression that they buy into their corporate culture’. The results show 
that the customers of Islamic banks only have rather positive opinions than those customers of 
conventional banks only which is reflected in the mean rank of 111.13. On the other hand, the 
respondents who are the customers of mainly conventional banks recognised through the 
interaction with their banks' clerk that they buy into their corporate culture more that those 
respondents who were the customers of 'mainly Islamic bank' which is reflected through the 
mean ranks of 127.65 in comparison to the 73.30. The significance p-value is .036.  
In addition, Table 11.5 shows results of the control variable 'Age' as a significant where the more 
mature respondents did recognise such occurrence which is shown in the group 'Above 50' with 
the mean rank of 124.61 and '41-50' with 118.18. These values further imply that the age is a 
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significant factor is observing and perceiving whether the bank employees buy into their 
corporate culture. The significance p-value for the category is almost at the boundary of 5%, 
with the total calculation of .047. 
Table 5.32: Significance of Control Variables on the Statement: ‘Engaging with employees of 
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The last table in the workplace environment section is shown below (Table 5.33) which has three 
different control variables that have a significant differences in responses related to the statement 
'Based on my experience, I believe that my bank has a good and approachable employees'. The 
variable 'I am a customer of' is a significant at 5% with the p-value of .015 where the customers 
of Islamic bank only received the highest mean rank of 142.67. The values denote that the 
customers of Islamic banks have positive experiences as a result of their banks' employees 
positive attitude towards them. The values for the 'customers of conventional banks only' are 
significantly lower at 99.28. In contrast, when comparing the customer range who use both 
banks, it can be seen that the customers who mainly use conventional banks reserve higher 
esteem than those who mainly use Islamic banks where the mean ranks are compared between 
114.50 and 86.47.  
The control variable 'Years being customer of your main bank' is at a critical significance level at 
p-value .048 where the customers who spent between '7-9' years as well as '10 years and over' 
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with their banks, regard them positively in relation to the statement. The results, however, do not 
signify that the longevity with the banks is interrelated with the statement given that the 
customers of a group '1-3' also have a relatively high mean rank of 104.58.  
The last control variable is 'Ethnicity' which also has a relatively higher significance p-value of 
.031. Yet again, the highest mean rank has the group category 'Mixed' with 145.00 as well as 
'White British' with 136.00 indicating that these two groups have the most positive experience 
among other groups which also have a highly positive experiences. The lowest mean rank has the 
group 'White Irish' with only 16.50.  
Table 5.33: Significance of Control Variables on the Statement: ‘Based on my experience, I 
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KW Test .031 
 
The cluster workplace environment had several statistically significant values as depicted in the 
tables above. The results signify that the differences in perceptions exist throughout the variable 
groups with the particular accent on the differences in the opinions and perceptions between the 
customers of Islamic ad conventional banks where the respondents who are the customers of 
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Islamic banks only have been found to have more positive opinions and expectations of their 
banks when comparing to the conventional banks' customers. 
5.2.6 Determining factors of the respondent perceptions on financial performance 
This section of the analysis chapter focuses on the cluster of financial performance where five 
tables are produced with the significant values at 5%. The first Table (5.34) shows the control 
variable 'I am a customer of' in relation to the statement ‘My bank outperforms its competitors on 
the market' where the differences are recorded at p-value .017. The customers of Islamic bank 
only hold their banks highly regarded for their financial performance which can be seen through 
the mean rank of 132.33 in comparison to the customers of conventional banks only with the 
mean rank of 102.40. However, the values are different with the groups who use both banks and 
the customers of 'conventional banks mainly' have significantly higher admiration than those 
with the 'Islamic banks mainly' which is evident in the mean ranks. The 'Age' variable is also 
significant at p-value .004 where the mature customers achieved higher mean ranks. The middle 
age category has relatively lower mean rank which further implies that they may be more 
informed and aware of their banks' financial performance in reality. 
Table 5.34: Significance of Control Variables on the Statement: ‘My bank outperforms its 
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Table 5.35 shows rather interesting results where the control variable 'I am a customer of' is 
found to have a statistically significant differences related to the statement ‘As an indicator of a 
sound financial performance, my bank pays high return on my deposits’. Customers of Islamic 
banks are found to believe that their banks pay them a fairly high return in their deposits which is 
reflect in through the mean rank of 129.50. Conventional banks' customers have a lower mean 
rank of 105.25. The interesting results are also between the groups 'Islamic bank mainly...' and 
'Conventional bank mainly...' where the customer of mainly Islamic banks have positive views 
about the return rates. The significance p-value for this category is .024. Furthermore, the highest 
level of education as a control variable is also significant in relation to the statement where the 
'Diploma' and 'A-levels' holders have the highest mean ranks of all. The significance p-value for 
the category is .000. 
Table 5.35: Significance of Control Variables on the Statement: ‘As an indicator of a sound 
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KW Test .000 
 
The control variable of Ethnicity is found to have statistically significant differences in relation 
to the statement ‘As an indicator of a sound financial performance, my bank employs new staff 
members’. Table 5.36 shows that the highest mean rank has the group category 'Mixed' with 
131.63, followed by 'Other' with 130.18. The category has the significance p-value of .001. It is 
110 
 
interesting that no other variables have significance in relation to the statement given the fact that 
the banks nowadays are reducing the number of staff and turning towards electronic banking 
which requires much less people involved in the process. 
Table 5.36: Significance of Control Variables on the Statement: ‘As an indicator of a sound 
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Table 5.37 shows the significance of 'I am a customer of' and 'Ethnicity' variables in relation to 
the statement 'As an indicator of a sound financial performance, my bank expands its business in 
other places (ATMs, agencies, etc.)'. It is interesting that the values are significant at 5%, 
especially for the variable 'I am a customer of', which further means that the respondents are 
aware of the current banks' tendency to reduce staffing and expand their business by installing 
self-service ATMs which provide multiple facilities, almost identical to the branch desk. The 
significance p-value for the category is .006.  
Furthermore, 'Ethnicity' is also found to be significant in relation to the statement where the 
group categories of 'Black or Black British', 'Arab' and 'Mixed' have the highest mean ranks 
signifying that these ethnic groups have the most knowledge about the current banks' trend.  
 
Table 5.37: Significance of Control Variables on the Statement: ‘As an indicator of a sound 
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The last table in this category is 5.38 which has the control variable of 'Ethnicity' significant in 
relation to the statement ‘Based on the information that I have about my bank, I expect it to grow 
in the future’. The values are at critical point which can be seen in the p-value of .047. 
Table 5.38: Significance of Control Variables on the Statement: ‘Based on the information 
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5.2.7 Determining factors of the respondent perceptions on vision and leadership 
The last of the six clusters in this chapter is one related to the respondent perceptions on their 
banks' vision and leadership. This subcategory has three tables where in the Table 5.39 two 
control variables have been found to have a significance at 5%. 'I am a customer of' has been 
found to be statistically significant in relation to the statement ‘I believe my bank is managed and 
directed by leaders in the best possible way'. Islamic bank customers believe that their banks' 
leaders/managers are directing the banks in the right way and they believe that their work is the 
positive, which is reflected in the high mean rank of 143.40. The respondents who were 
conventional bank customers had a relatively lower mean rank with 99.07. However, when 
comparing between the option 3 and 4 from the group category, it can be seen that those 
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respondents who held conventional banks as their main, have regarded their banks' 
managers/leaders as highly competent which can be seen through the mean rank of 117.23. On 
the other hand, respondents whose main bank was Islamic, had a lowest mean rank of 84.23 
across the group which further means that their alternative financial providers (conventional 
banks) may have scored better results when answering to this question. The significance p-value 
is .009.  
Table 5.39: Significance of Control Variables on the Statement: ‘I believe my bank is 
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KW Test .024 
Another control variable 'Age' is significant at .024 in relation to the statement where the highest 
mean ranks are obtained at group categories 'Above 50' (135.11) and '41-50' (110.03) signifying 
that the respondents from these categories have better understanding about their banks' 
leadership and management. 
Table 5.40 depicts another set of findings with the control variable 'I am a customer of' related to 
the statement ‘I believe my bank has a clear vision for an adequate product development 
responding to modern needs’. It can be seen that the respondents from the first group category 
have the highest mean rank of 162.30 which further implies that this group of respondents may 
or may not have the necessary knowledge or the information to make such judgements. They 
may have relevant knowledge about the principles of Islamic finance, hence the evidence show 
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that there are very few and limited financial products on the market. This category has the 
significance p-value of .000.  
Table 5.40: Significance of Control Variables on the Statement: ‘I believe my bank has a 
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KW Test .000 
The last table (5.41) in this chapter shows how the 'Age' is significant in relation to the given 
statement at 5% level. It can be seen that the middle group category has a slightly lower mean 
rank which signifies a certain level of disagreements with the statement in comparison to other 
group categories. The significance p-value is also at critical point at .036 which shows that the 
respondents mainly agree to the statement. 
Table 5.41: Significance of Control Variables on the Statement: ‘I believe my bank has a 
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5.3 Conclusion 
This chapter had two analysis parts which gave an insight into the respondents profiles and their 
opinions related to the six clusters of corporate reputation. The results reveal that the respondents 
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are relatively aware of their banks' activities. Hence, within the same context, it is evident that 
the customers of Islamic banks in the UK have high esteem towards their banks and regard them 
as socially responsible institutions. Similar results are also shown in between the variables of 
'highest education achieved' and the statements related to banks' CSR activities where the 
majority of respondents who regarded their banks as responsible institutions had their degrees in 
the three lower categories. The respondents' opinions on their banks' products and services 
indicate that they are aware of the current trend of electronic and online banking. The findings 
further indicate that the customers of conventional banks are more content about their banks' 
products and services in general than those of Islamic banks. 
Furthermore, the responses have shown interrelation between the longevity with the bank and the 
cluster of emotional appeal. The majority of respondents who have been discovered to have 
positive feelings and opinions about their banks are married and in the top two categories of the 
age group indicating that the maturity of respondents is also interconnected with the cluster of 
emotional appeal. It has also been found that the respondents who are the customers of Islamic 
banks have the higher intensity of trust towards their financial service providers than those of 
conventional banks which further leads to the loyalty and consequently increased reputation. 
Moreover, the customers of Islamic banks have been found to have high expectations of their 
banks in terms of the workplace environment provided to their employees which is a result of the 
good customer service they receive at Islamic banks. In terms of the respondents' opinions 
related to the financial performance of their banks, customers of Islamic banks regard their banks 
as financially stable and are of the opinions that their banks expand their business according to 
contemporary consumer needs. The extent to which customers of Islamic banks in the UK 
believe that their banks are led and managed by the competent leaders and managers is almost 
surprising. This further means that that the level of trust and loyalty which Islamic banks reserve 
by their customers is at a high level. Nevertheless, the sampled population does not represent the 





EXPLORING THE OPINIONS OF THE INTERNAL STAKEHOLDERS ON 
CORPORATE REPUTATION RELATED MATTERS: INTERVIEW ANALYSIS 
6.1 Introduction 
This chapter provides the analysis of semi-structured interviews conducted with the internal 
stakeholders aiming to further investigate matters related to the corporate reputation (CR) of both 
Islamic and conventional banks in the UK. Professional profiles of the respondents vary as well 
as their length of service within the financial industry. The interview analysis has the aim of 
further exploring the phenomenon of corporate reputation and also connecting it to the 
information obtained from the previous empirical chapter. As such, the research will shed the 
light on the most important aspects and issues related to corporate reputation (CR) which should 
further help in identifying the distinguishing features of CR for both Islamic and conventional 
banks. 
There are 9 interviews in this chapter: 5 interviews conducted with the participants from the 
Islamic banks and 4 with the participants from the conventional banks. As a consequence, it 
should be noted that this chapter is organised in two sections, with each section analysing the 
interviews from each type of bank. The analysis conducted in this chapter is based on coding 
system which is explained section 4.7.1.3. 
6.2 Semi-structured interview analysis: Participants from Islamic banks 
This section provides detailed analysis of the interviews conducted with 5 participants from the 
Islamic banking industry in the UK. It should be noted that the participant profiles differ to each 
other in terms of the length of service with the Islamic bank as well as the position held. It should 
be noted that the participant IB1-SenMgr has recently changed the employer and currently works 
as an asset manager on a self-employed basis. Prior to establishing the company, the participant 
held the position of a senior manager at one of the Islamic banks in the UK. 
It is also important to mention that all participants either worked or are currently working for a  
Islamic bank in the UK. The interview questions asked reflect the participants opinions of the 
Islamic banking and finance industry in the UK in general, hence with the examples from their 
current employment. Given the participants' diversified profiles, the research aimed to avoid any 
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bias that may be associated with their answers expecting to give the research strength and the 
certain level of reliability.  
Table 6.1 below shows the participants basic profiles including the code which will be used in 
the text in further analysis of the interviews. 












1 IB1-SenMgr Senior Manager 15 years 76:54 
2 IB2-SalMgr Sales Manager 15 years 50:38 
3 IB3-CplMgr Compliance 
Manager 












5 IB5-ShaMem Shari'ah Board 
Member 
12 years 29:14 
 
As it can be seen from the Table 6.1, five interviews were conducted with the participants who 
held senior positions at Islamic banks and who also had an extensive experience within the 
industry. It should be noted that the researcher targeted those individuals who spent quite a 
considerable amount of time working in the Islamic financial industry, presuming that the 
information they can provide in relation to the phenomenon under investigation will be 
worthwhile for the purpose of analysis as well as for better understanding of the concept of CR. 
It is evident that the participant IB3-CplMgr had less years of experience than the other 
participants, however, their job role played an important part in deciding to interview the 
participant, taking into account that the compliance manager potentially has better insight into 
the internal procedures as well as regulations of the bank than other employees. 
6.2.1 Responses related to Corporate Social Responsibility (CSR) 
The first question asked (Table 6.2) the participants was regarding CSR as a first theme of the 
interview questions. CSR is one of the most important subjects which is directly related to the 
concept of corporate reputation and which is also found to be one of the clusters of the 
Reputation Quotient (Fombrun, et. al., 2000). As such, this interview question as well as the 
other questions in the chapter, have their theoretical underpinning in stakeholder theory where 
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the stakeholders of a company make sense of a company activities and by expressing their 
opinions and beliefs towards certain aspects, reputation as an intangible asset is then manifested 
as a cognitive representation of such opinions and beliefs. It should be noted that the original 
interview question was: 'What do Islamic banks in the UK do in regards to corporate social 
responsibility?' This question has been rephrased to: 'How is CSR perceived and implemented by 
Islamic banks in the UK?' simply because of the better understanding and easier coding process. 
Consequently, Table 6.2 shows the codes that emerged from data gathered in response to 
question 1: 
Table 6.2: Focused Coding for Question 1 
Question: How is the CSR perceived and implemented by the Islamic banks in the UK? 
Focused coding 
1 Integral part of the business 
2 The existence of Islamic banks as a CSR activity 
3 Lacking + Not very well implemented 
4 Commercially driven + Not focused on bettering society 
Theme Corporate Social Responsibility (CSR) 
 
Table 6.2 depicts the findings obtained from the participants where the opinions, beliefs and 
expectations are expressed. Nowadays, corporations are expected to serve the community and 
provide for its betterment by all means, regardless of the nature of business. As such, both 
Islamic and conventional banks are expected to fulfil their moral and ethical obligation, which in 
return increases their corporate reputation. Based on the responses gathered through the 
interviews, the coding can be classified as follows: (1) 'Integral part of the business'; (2) 'The 
existence of Islamic banks as a CSR activity', (3) 'Lacking' and 'Not very well implemented'; (4) 
'Islamic banks are commercially driven' and 'Not focused on bettering society'. These four 
subthemes lead to discernment that the Islamic banks in the UK may not be very well socially 
oriented, if the Focus code 2 is eliminated and the code 'IBs existence as a CSR activity' is left. 
Following the focused coding from the CSR theme in Table 6.2, further analysis is provided in 
Table 6.2.1 where each focused code is further explored with the aim of better understanding 








Table 6.2.1: Focused Coding Number 1 for Question 1 
Integral part of the business 
IB2-SalMgr Looking after employees + dealing with customers + the way of operating + paper 
recycling + waste management 
 
Table 6.2.1 shows several aspects of CSR that were raised by IB2-SalMgr. In relation to looking 
after employees and dealing with the customers, the respondent answered in the same context 
where he said that the concept of CSR has to be looked at holistically and not something that 
operates alongside the business "for instance, corporate social responsibility is not just about 
supporting particular community programs or environmental program or charitable programs in 
the UK; it is also ensuring that you look after your employees, the way you deal with your 
customers, the way you operate...".  This means that the Islamic banks should deviate from the 
simplistic support of the community in terms of charitable actions,  but to offer a broader service 
in which CSR may be incorporated and reflected through treating customers equally and fairly 
and looking after employees. As such, CSR should be the way of operating, deeply embedded in 
the corporate culture and ethos, which provides a range of business benefits, as outlined in the 
study of Weber (2005).  
The respondent further reflected on other aspects of CSR, namely paper recycling and waste 
management which are very much present in Islamic banks in the UK and the banks make sure 
they have lower carbon footprint in that sense. According to the respondent, there has also been 
approaches from businesses to fund certain projects related to the environmental protection, such 
as paper recycling, waste management, solar-renewable energy, and from the perspective of the 
bank this approach has resulted in a very socially responsible act to fund such projects both in 
terms of rates of return and risk as well as doing something positive for the environment. 
Table 6.2.2: Focused Coding Number 2 for Question 1 
The existence of Islamic banks seen as a CSR activity 
IB1-SenMgr Halal return (profit) 
IB5-ShaMem Doing useful and productive activities 
 
Table 6.2.2 shows the sub-themes obtained through the responses related to the focused code 2 
of the Question 1 within the CSR component. As it can be seen, the responses are mixed some of 
which are negative in relation to the question as to whether UK Islamic banks can be regarded as  
socially responsible institutions. 
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Halal return: IB1-SenMgr is of the opinion that the sole existence of Islamic banks are CSR 
activities simply because they cater for the needs of both the Muslim and non-Muslim population 
"...they were set up all around corporate social responsibility because they are providing the 
product that is culturally and religiously to a particular group of people and the society at large. 
As such, the whole ethos, the whole reason why they exist is based around corporate social 
responsibility." It is also stated that an increased number of non-Muslim depositors are seen to 
choose Islamic banks over the conventional simply because they believe these are more socially 
responsible than the latter.  
Doing useful and productive activities: In further elaboration of the CSR activities of Islamic 
banks in the UK, IB5-ShaMem stated that the existence of the bank is an act of CSR, being 
socially oriented and providing only what is good to the society. Despite the limited scope of the 
Islamic bank, which is very much interlinked with its small size, they do not invest in any 
activities which are socially or environmentally irresponsible. 
Table 6.2.3: Focused Coding Number 3 for Question 1 






Table 6.2.3 discusses the Focused code 3 obtained from the interviews where 2 respondents were 
found to have identified shortcomings of the Islamic banks in relation to their CSR 
implementation. 
Practical deficiency: IB4-AstCEO have stated that the pioneering Islamic banks in the UK used 
to hold seminars for community engagement, in order to familiarise society with both principles 
and products, this may have been counted as a CSR activity. However, nowadays, such activities 
only happen on a very minor scale. The real significant CSR activities or approaches towards 
them by the Islamic banks in the UK are still lacking. Of similar opinion is the IB2-SalMgr who 
also stated that, within Islamic banking industry "...sometimes, all you do is complete out the 
very ambitious and glimpse mission statements, but when you dig down deeper in practice, they 
may not do practically nothing." Nevertheless, the respondent is also aware of the limitations and 
challenges of Islamic banking industry and therefore believes that the idea is right, however, 
what is in practice of Islamic banks require further development. "...but if the theory and practice 
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are in the right way for Islamic banking and finance, corporate social responsibility is part and 
parcel of Islamic finance, it is not separate activity - it is the essence of it."  
Table 6.2.4: Focused Coding Number 4 for Question 1 
Commercially driven + Not focused on bettering society 
IB3-ClpMgr The impact of limited revenue on CSR activities 
 
Table 6.2.4 contains the focused coding for the first question where it has been found that the 
revenue generated by Islamic bank affects CSR activities to large extent. 
The impact of limited revenue on CSR activities: IB3-CplMgr believes that there is a very little 
contribution from the Islamic retail bank toward bettering society. "...one of my expectations 
before I went into the industry was that they would be more focused on the sort of charitable 
work or just bettering society, the Muslim society as it currently exists, but their interest are very 
much commercially driven." A very limited capital of the Islamic retail bank could be the reason 
why they were not so much CSR oriented at the beginning in the sense they assist society. As the 
first and primary component of the Western notion of CSR is to fulfil the economic aspect of 
responsibility and then move towards philanthropy (Carroll, 1979), it may be argued that the 
Islamic bank has not done anything wrong in that sense. IB3-CplMgr acknowledges that Islamic 
banks in the UK may not have been in the situation to pay more attention to their CSR due to 
financial limitations "and when you look, for instance, their accounts, their financial statements, 
I think the company was at a very infant stage in its growth, they were loss-making, so they didn't 
have much room to manoeuvre and cash to spend on charitable work, but their charitable 
donations were very limited in that sense." In light of the above, it is not only evident that the 
Islamic banks were not very focused on their CSR activities due to limitations, hence it also 
shows a level of overexpectation from the public, as stated by the respondents before staring the 
work within the Islamic banking industry.  
6.2.2 Responses related to Products and Services 
The second question from the theme 'products and services' in which respondents were asked  
'Do financial products of Islamic banks serve the purpose and do they differ from financial 
products of other banks?'. The respondents had different views in relation to this particular 




Table 6.3: Focused Coding for Question 2 
Question: Do financial products of Islamic banks serve the purpose and do they differ from financial 
products of other banks? 
Focused coding 
1 They serve the purpose + look almost the same 
2 Increasingly competitive + don't serve the purpose 
3 Have no CSR dimension 
4 Facilitate needs of the high net worth individuals 
Theme Products and services 
 
They serve the purpose + look almost the same: The IB1-SenMgr believes that financial products 
offered by Islamic banks serve the purpose, hence there are some challenges associated with it. 
"It is evident that the targets which Islamic bankers have to achieve are pretty much the same as 
those our counterparts offer in the conventional space... so the reason for their existence and 
what they need to achieve are necessarily the same." The issues that arise for Islamic banks is 
that they are not perceived from the public any differently than their conventional counterparts. 
Another issue is perhaps the lack of innovation and ability to come up with something new that 
would distinguish Islamic banks from conventional and make them stand out among other banks. 
"One of the problems that Islamic bankers have is that we also don't have very much of an 
innovation. We follow what's there and we try and produce and replicate within Shari'ah remit. "  
Increasingly competitive + don't serve the purpose: In response to this question, IB3-CplMgr is 
of the opinion that the nature of financial products, on the face of it, are very similar, however 
the respondent regarded them as quite competitive. The reason the respondent regarded them as 
such is the fact that the financial products of Islamic banks were premium-priced in the past due 
to the high cost of funding those products and as such they charged their customers, especially 
for mortgage products, more than their counterparts. When the rates are compared today with 
those from 10 years ago, a massive improvement can be seen in terms of their pricing. The 
competitive rates in Islamic banks, according to the IB3-CplMgr, have attracted non-Muslim 
customers and resulted in a larger customer range. Nevertheless, the respondent is of the opinion 
that the Islamic banks  are now simply copying what is out there in the market and then filter it 
through the Shari'ah screening processes. As such, the products are not so different in substance 
to those of conventional banks in the market. 
Have no CSR dimension: Furthermore, in analysing question 2 of the products and services 
theme, IB4-AstCEO stated that "...by the definition of CSR, banks are entirely socially 
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responsible institutions only if they come up with the products and services that are good for 
everyone. Now, if you apply this definition to Islamic finance products, I don't see that there is a 
distinguishing feature of any Islamic financial product offered in the UK which could be seen as 
socially responsible." The respondent further elaborated that such occurrences may be related to 
three factors: a) the Islamic banking market in the UK is very small; b) the focus of Islamic 
banks is no longer on their local market; c) less demand for Islamic finance products from the 
Muslim customers. 
Facilitate needs of the high net worth individuals: This sub segment has been derived from the 
answer of IB5-ShaMem who said that "Islamic finance in the UK is not very active in the retail 
sector, it is more active in the wholesale sector... retail sector does not fulfil all the financial 
needs of the customers because of certain financial constraints, market constraints..." which 
indicates that the capital power may be the reason of such underperformance on retail side of 
Islamic banks. On the other hand, "investment/wholesale Islamic banks in the UK are doing 
really well, giving the high net worth individuals and corporates a chance to be Shari'ah 
compliant in their investments". This response is a confirmation of IB4-AstCEO from the 
previous question where the real element of CSR is missing simply because the Islamic banks in 
the UK do not facilitate everyone through their products and services. According to these 
responses, it becomes questionable whether the Islamic banks in the UK offer fair and equal 
opportunity to their customer base. 
Table 6.4: Focused Coding for Question 3 
Question: Do Islamic banks offer good service to their customers? 
Focused coding 
1 Customers' unrealistic expectations from the banks 
2 Catering for individual needs 
3 Risk aversion + technological constraints 
4 Good service for high net worth customers 
Theme Products and services 
 
Furthermore, Table 6.4 above depicts focused coding for the question: Do Islamic banks offer 
good service to their customers? Based on the answers obtained from the respondents, four sub-
themes were identified: a) Unrealistic expectations from the customers; b) Catering for 
individual needs; c) Risk aversion + technological constraints and d) Good service for high net 
worth customers.  
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Customers' unrealistic expectations from the banks: This sub-theme has been derived from the 
response of IB1-SenMgr who said "Do I think that Islamic banks in the UK meet customer 
expectations? - again, people will only compare you to the best" where it is consequently 
expected experience to be less positive.  Nevertheless, the respondent believes that the Islamic 
banks in the UK do the very best they can under difficult circumstances which are again related 
to customer expectations. Given the size of the Islamic bank and its infancy in the market, it 
would be unrealistic to expect them to have all of the facilities found in other High street banks. 
Yet, Islamic banks have come a long way and despite their infancy, products and services are 
still competitive, however, there is room for improvement. 
Catering for individual needs: IB2-SalMgr commented on this aspect and further evaluated 
whether the Islamic banks offer good services. The respondent linked the services provided in 
Islamic banks to the principle of treating people with respect and dignity and associated it with 
basic Islamic and human values. IB2-SalMgr is of the opinion that customers have their needs 
and requests and not every customer can be pleased, however, the Islamic banks are trying to 
cater for the individual needs of the customer within the boundaries of their ability. "...One of the 
Islamic banks launched a civic proposition for masjids and madrasas, a proposition tailored to 
them which could have a few unique features you would never think any of their conventional 
banks would do..." 
Risk aversion + technological constraints: Employees of Islamic banks are constantly trying to 
win over customers as their intention is to grow the business from small to a size that could be 
somewhat comparable to other High street banks. IB3-CplMgr stated that employees are doing 
absolutely everything with that intention and given their size, their customers have a rather 
personalised service which cannot be found for ordinary customers in conventional counterpart 
banks. However, the respondent is of the opinion that the process is not so smooth which often 
reflects in a poorer customer service. The reason stated is the fact that there is a lot of paperwork 
in the background as well as risk-aversion which customers feel and notice and they feel that 
they are the only party which bears risk in a home purchase contract. The respondent further 
asserted that the technological constraints also result in providing a poor customer service. "The 
system in the bank, from the technology point of view, still need to be enhanced whether it's on 
the retail side, online side, or on the commercial side, so the customer experience sometimes is 
quite poor." The banks, however, recognise the issue and are trying to invest more in technology 
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to make the processes more efficient and streamlined. It should be noted that the respondent IB5-
ShaMem is of the opinion that technological constraints also jeopardise the level of customer 
service at Islamic banks.  
Good service for high net worth customers: As in the previous answers, respondents stated that 
the level of customer service has significantly improved in Islamic banks, however, there is still 
room for improvement. Given that the Islamic banks focus more on investment side and also 
taking into account their constraints, one can argue that ordinary customers may not receive the 
required amount of attention. Nevertheless, IB4-AstCEO thinks otherwise and states that the 
customers do receive the required amount of attention. "On a personal level, I have always 
received a personal attention from the staff whenever and wherever I visit their branches. If you 
have been to Premier branch of [x bank], you will have an experience which I am 100% certain 
you would not have in a branch of a conventional bank. So, I would say in terms of delivery of 
service, there is a significant improvement in Islamic retail bank." However, the respondent gave 
an example of Premier banking, which in essence is for the high net worth individuals and not 
for ordinary customers. In that regards, IB5-ShaMem recognised the difference and clearly 
distinguished between retail and wholesale sectors saying that the wholesale sector customers 
receive an exceptional level of service and attention due to the investments from Middle Eastern 
countries. There is a less positive experience for those customers from the retail market due to 
the constraints which Islamic banks currently have (technological constraints, availability, reach, 
etc.). 
Table 6.5 below shows coding results for question 4 under the theme of products and services. 
Three themes have been identified from the responses namely: a) recruitment selection and 
training; b) improving internal processes; and c) providing equal level of service across the 
network.  
Table 6.5: Focused Coding for Question 4 
Question: What could you identify as an important but missing factor in providing good customer 
service? 
Focused coding 
1 Recruitment selection + corporate culture 
2 Improving internal processes 
3 Providing equal level of service across the network 




Recruitment selection and the corporate culture: The first two potentially missing factors in 
improving customer service were identified by IB1-SenMgr who believes that only competent 
people should be taken in the employment selection process, who buy into the Islamic banking 
ethos. The second aspect identified is staff training where the people need to be open to the 
culture. To achieve it, the respondent said that "...such arrangement needs to come from top 
down level and, unfortunately, often the corporate culture isn't really part of the business ethos." 
It can be seen that the Islamic banks in the UK lack this aspect in terms of improving customer 
service. Therefore, if the 'culture of customer first' is emphasised on, it would help in the long 
term. 
Improving internal processes: This sub-theme has been derived from the response from IB3-
CplMgr, who identified that the approach to mortgage applicants and the level of dealing with 
them could be significantly improved. "I think, something on the mortgage side, I think the way 
they deal with customers and the amount of information that they need, for instance, in terms of 
just reviewing and approving a mortgage, could be significantly improved." This is in large 
connected with the amount of paperwork which the applicants have to go through and which is 
also much greater that in conventional banks. The paperwork mainly states the liability of the 
banks towards particular things in the contract, de-risking  themselves from any potential loss or 
damage to the property. Yet, the response is also interlinked with the previous statement where it 
is argued that Islamic banks are mainly focused on being Shari'ah compliant rather than Shari'ah 
based. "...and that is why I am going back to my original answer about whether they are more 
focused on ticking the boxes into the Shari'ah rather than actually following the substance of 
what Shari'ah is supposed to be." The respondent further elaborated that the risk appetite of the 
Islamic banks is relatively low which cannot be justified, given their fairly good customer base. 
IB3-CplMgr is also of the opinion that Islamic banks need to take a greater proportion of risk if 
intending to grow in the market. 
Providing equal level of service across the network: This code has been derived from the 
response of IB4-AstCEO who stated that an important aspect in improving customer service 
would be making sure that the delivery of service is consistent across the network. "I would say, 
making sure that the service delivery is consistent and coherent everywhere, through every 
means which institutions are using. In case of branches of [x bank], for example, if you go to a 
branch in [name of the city], the service quality may not be as good as you would experience in 
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the [area in London] branch. So the challenge is to make sure that these services are offered 
everywhere with the similar kind of quality." Despite the low number of branches of Islamic 
banks in the UK, it is evident that High street banks are also reducing the number of branches 
and are placing more emphasis on online, mobile and telephone banking which significantly 
reduces operational costs. The respondent is of the opinion that the Islamic banks should follow 
this trend as they are operating in a competitive market. 
6.2.3 Responses related to the component 'Emotional appeal' 
Emotional appeal is yet another theme which is closely looked at and analysed in light of the 
opinions and perceptions of the respondents. Two questions related to this theme were asked, the 
results of which are depicted in tables below. Each table gives several focused codes 
respectively. 
Table 6.6 shows focused codes derived from the responses related to the question 'Do employees 
of Islamic banks buy into their corporate culture and are they motivated to perform well?'. 
Motivated and driven by the notion of IBF: "There are two types of employees in Islamic banks", 
as stated by IB1-SenMgr: "employees who are generally driven, whether working in an Islamic 
or non-Islamic environment, the employee who will always do their very best for the customer, 
which is initiated by the personal pride which further means that, whatever work they do, they do 
it to the best of their ability for themselves and for the customer. On the other hand, there is a 
group of people called a 'reverse group of people' who are at Islamic banks just because it is a 
job". According to the respondent, from within the first group, a fairly large number of 
employees are those who stay at Islamic banks because they want to further promote the idea of 
Islamic banking and finance and as such they are motivated and they buy into the corporate 
ethos. Of a very similar opinion is IB2-SalMgr who asserted that, employees of Islamic banks 
generally believe in the concept of Islamic finance and consequently, as being motivated, 
provide an exceptional level of service. It should be noted that the above employee categories are 
not exclusive to Islamic banks only, but they are applicable to all businesses. The opinions of 
both respondents were based on their personal experiences based on which one may say that the 
majority of employees who work in Islamic banks believe in the concept and feel that they are on 
a mission to do something greater than just a job.  
Demotivated as the corporate culture suffered the change: IB3-CplMgr is of the opinion that the 
Islamic banks strategy shifted from serving the UK Muslim community to actually serving 
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corporate customers and high net worth individuals who are essentially more successful than the 
majority of the general population. "the focus is now more on profits and they've got rid of the 
word Islamic from their branding, so it's become a lot more corporate, more akin to a 
conventional bank... the affiliation towards Islamic side has reduced as a result and probably 
people who are driven by that aspect are probably less motivated... it's become a lot more 
corporate, therefore the distinction between how the bank works compared to conventional is 
less than it used to be." The evidence shows that the Islamic banks have grown their balance 
sheets which should result in providing a service that is in line with the corporate ethos. 
However, according to the respondent, the rapid growth and recovery of one of the retail Islamic 
banks resulted in inadequate operational capacity. As a result, employees were given additional 
work and ended up working two or three roles for the same salary. According to the respondent, 
this internal action made by the Islamic banks could be classified as damaging and demotivating 
for its employees. It can be argued that in this instance that the senior management and decision-
making bodies of Islamic banks may be manipulating their employees loyalty and relying on it. 
Table 6.6: Focused Coding for Question 5 
Question: Do employees of Islamic banks buy into their corporate culture and are they motivated to 
perform well? 
Focused coding 
1 Motivated and driven by the notion of IBF 
2 Demotivated as the corporate culture suffered the change 
3 As in any other business setting 
Theme Emotional appeal 
 
As in any other business setting: is the code derived from the response of IB4-AstCEO who 
doesn't think that "...any significant proportion of employees of Islamic banks grow their 
motivation from something called 'serving because of the Islamic banking and finance idea'...", 
which is opposing to the responses of IB1-SenMgr and IB2-SalMgr related to the same question 
(see responses in Motivated and driven by the notion of IBF). The respondent shared personal 
experiences based on which he has come to the conclusion that the religious motivational factor 
does not exist at Islamic banks. The respondent also believes that the level of attention he 
personally receives at the Islamic banks is exceptional simply because he is a very well known 
individual in the Islamic banking and finance industry and as such he attracts attention of staff 
members. Other than that, an ordinary customer would probably get a much lower amount of 
128 
 
attention. Therefore, it can be indicated that the level of service is nothing extraordinarily 
exceptional in Islamic banks and it is very much the same as in any other business entity. 
The last question of the component 'Emotional appeal' is depicted in Table 6.7. Five interviews 
with the participants from the Islamic banking and finance industry resulted in creating 3 
different focused codes: a) Not so much; b) Yes, they do; and c) Yes, with understanding their 
limitations. 
 
Table 6.7: Focused Coding for Question 6 
Question: Does the Muslim population in the UK respect the way in which Islamic banks operate? 
Focused coding 
1 Not so much 
2 Yes, they do 
3 Yes, with understanding their limitations 
Theme Emotional appeal 
 
Not so much:  The respondent IB1-SenMgr asserted that several aspects need to be fulfilled 
before the customers are expected to trust Islamic banks which are: a) "financial stability" 
(whether the banks are able to compensate for losses that may occur); b) "regulatory framework" 
(are the Islamic banks following the guidelines and principles as other banks on the market); c) 
"Shari'ah compliance" (are these banks only completing the form or their ethos and practice 
reflects the Shari'ah/ethical principles). The respondent also reflected on the number of 
customers of Islamic banks in the UK and said that that it does not exceed 100,000. The number 
of Muslims in the UK is approximately 3.5 million according to statistics, out of which at least 1 
million are meeting the criteria for opening a bank account. Based on this disproportion it could 
be, therefore, argued that Muslim population in the UK may not trust, or perhaps believe in, 
Islamic banks as much. IB2-SalMgr is also of the opinion that, according to the current state and 
the number of customers, Muslim population in the UK may not trust Islamic banks. 
Yes, they do: The respondent IB5-ShaMem is of the opinion that the customers of Islamic banks 
in the UK are content with the way in which Islamic banks operate, relating his answer to 
"...their faith, believe and conviction", that only Islamic banks provide products which are halal 
and religiously accepted. IB2-SalMgr is also of the opinion that the customers of Islamic banks 
trust their banks since their funds are protected by the general financial services compensation 
scheme. It can be argued that the meaning of this response is rather contrary since the protection 
scheme is involved and only with that in place, would customers trust their banks. The same 
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respondent is also of the opposite opinion where he asserted that the population do not trust to 
some desirable level simply because there were some frauds happened in the past where the 
financial providers used to disappear overnight and all of the deposits belonging to customers 
went missing. The respondent also reflected on his personal experience when the first Islamic 
bank was launched in the UK saying that "we used to go to customers and say "come and join 
us", they would say two things to us: we don't trust you because 1) you are relatively new and 2) 
you're very small in terms of your capital size." These responses have changed in a post 2008 
financial crisis which was evident in an increased number of customers who realised that the 
biggest and probably the most stable banks of the world have gone bankrupt and were bailed out 
by their governments. The recorded increase in number of customers who entrust their finances 
to Islamic banks may indicate that the level of trust from the public is increasing.  
Yes, with understanding their limitations: IB4-AstCEO thinks that the customers of Islamic 
banks and whosoever is dealing with Islamic banks are already motivated to do so, however 
"with understanding their limitations", with being patient to their shortcomings understanding 
that this is a very small market and limitations and challenges are plenty. 
6.2.4 Responses related to the component 'Workplace environment' 
This section, as the previous one, is comprised of two questions related to the component 
'workplace environment'. Question 7 is depicted in Tables 6.8 and the question 8 in Table 6.9. 
Both tables show relevant codes obtained from the responses. 
Table 6.8: Focused Coding for Question 7 
Question: Do Islamic banks reward their employees according to their performance? 
And if they do, are those rewards good enough to serve as a motivational factor? 
Focused coding 
1 Same as in any other business 
2 Incomparable to other businesses 
Theme Workplace environment 
 
Same as in any other business: IB2-SalMgr stated that there was not much difference in terms of 
motivation to be found between working at Islamic bank or at any other place, since different 
push and pull factors affect employee appeal to his/her workplace. "I think that the motivation 
aspect, whether at Islamic bank, or any other bank or an institution, is exactly the same." The 
respondent mentioned three needs which need to be fulfilled in order for an employee to enjoy 
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the workplace: "...emotional, social and financial needs." The respondent mentioned that these 
needs can be categorised as basic job satisfaction factors. 
Incomparable to other businesses: In response to the question, IB1-SenMgr stated that Islamic 
banks may not offer satisfactory remuneration packages when compared to other employers who 
clearly offer better packages. The remuneration packages of the senior managers are clearly 
better in the conventional banking space which the respondent also confirmed when said "I know 
that the bank managers within conventional space of branches that are of comparable size, earn 
between 50% and 70% more than our Islamic banking managers". However, the respondent 
distinguished between lower, middle and upper positions and stated that only the middle 
positions in Islamic banks are disadvantaged in terms of the remuneration in comparison to the 
counterparts in the conventional banking space and, consequently, employees may be 
demotivated and look for a job elsewhere. "If you are comparing remuneration and bonuses that 
are achievable in within the conventional banking space... again, the problem is that you might 
compare  that with the best, the most generous employer and if you do so, then you might find 
that they don't." This is confirmed by IB3-CplMgr who clearly stated that, after leaving the 
Islamic bank, he realised how underpaid the employees of the Islamic banks are. Also, the 
amount of work which employees are required to do is immense where several roles are 
undertaken with a single salary pay. Nevertheless, the respondent acknowledged that working at 
the Islamic bank enabled him to gain all necessary skills and experiences which enabled him to 
move further in the career "although it has been quite tough, hard process, you are not 
necessarily rewarded once you are there, but when you leave the bank, you are much more 
marketable then when you first joined the bank". This phenomenon needs to be carefully 
investigated by the senior executives of Islamic banks as it may impacts the overall bank 
reputation.  
Of similar opinion is IB4-AstCEO who believes that a great disproportion in remuneration 
packages exist between Islamic and conventional bank employees, simply because Islamic banks 
are smaller in size. The respondent referred to the remunerations of the CEO of an Islamic bank 
and CEO of another conventional bank which are relatively incomparable "...so, I think, talking 
in general, employees of Islamic banks are not enjoying as much benefits as their conventional 
counterparts". Therefore, according to the responses above, it can be concluded that the 
employees of Islamic banks may not have as many benefits when compared to the conventional 
131 
 
counterparts, which may have a negative impact on motivation. Nevertheless, employees who 
are aware of the size and the infancy of Islamic banking and finance industry may not be 
demotivated but it may further motivate them to promote the idea, should the general elements of 
a working environment are fulfilled.  
Table 6.9: Focused Coding for Question 8 
Question: Are the employees of Islamic banks adequately promoted? 
Focused coding 
1 No enough room for promotion 
Theme Workplace environment 
 
Table 6.9 depicts only one focused code as per the participant responses. Not enough room for 
promotion has been explained by IB1-SenMgr connecting his answer with the small capacity of 
Islamic banks where fewer opportunities are available. Fewer opportunities mean that even the 
people who deserve to be promoted simply can't progress in their careers because of the size 
limitation. Of the same opinion is the participant IB2-SalMgr who also thinks that not many 
opportunities are available, however, saying that:  
"...if an employee continuously performs above and beyond expectations and continuously 
develop their skill set, add value, and also happened to be at the right place and at the right time 
and all circumstances are right, people can grow and develop." (IB2-SalMgr) 
This response clearly indicates that the chances for promotion are very remote and the selection 
process in instances where several potential candidates are available for certain position, may 
however involve bias. The participant IB3-CplMgr also recognised the same issue and, despite 
the issues of limited opportunities, stated that Islamic banks need to incentivise their employees 
more in accordance with the growth in business of the banks and also mentioned that operational 
capacity needs to increase. 
 
6.2.5 Responses related to the component 'Financial performance' 
Furthermore, the section 'financial performance' has two relevant questions which are depicted in 
the tables below. The financial performance of a company may tend to attract new and to retain 
existing customers through the manifestation of competitive products and services. 
Table 6.10: Focused Coding for Question 9 
Question: How do you think Islamic banks in the UK perform financially? 
Focused coding 
1 Wholesale banks perform really well 
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2 Retail banks underperformed financially 
3 Islamic retail bank is recovering 
Theme Financial performance 
 
Table 6.10 shows three codes identified through the responses on the question 'how do you think 
Islamic banks perform financially?': a) wholesale banks perform really well; b) retail banks 
underperform financially; and c) Islamic retail bank is recovering.  
Wholesale banks perform really well: The answers obtained from the participants led to creating 
this code as IB1-SenMgr and IB2-SalMgr are of the opinion that wholesale banks perform much 
better than retails banks for few reasons, such as low operational cost through agencies, unlike in 
retail banks which are branch-based and require more capacity; and also because wholesale 
banks deal with high priced items for which they already have a sound customer base, mainly 
from the Gulf area. Of the same opinion is IB5-ShaMem "...Islamic finance is more active in the 
wholesale sector..." 
Retail banks underperformed financially: The only Islamic retail bank in the UK has been 
performing terribly in the past with the significant losses of between £6m and £8m per year 
which can also be connected to the number of customers they hold as well as the financial 
products they offer. There is a lot of scepticism among the Muslim population relating to Islamic 
banks, the way they operate and also a lot of ignorance of the core principles of Islamic banking 
and finance. Added together, this puts Islamic banks in a disadvantaged position. Of this opinion 
are both IB1-SenMgr and IB2-SalMgr who think that the Islamic retail bank is now in an incline 
in terms of its profitability and it has only recently happened after the acquisition took place. 
Nevertheless, there is a long way to go and there is a huge room for improvement.  
Islamic retail bank is recovering: In relation to this code, IB3-CplMgr stated that the retail 
Islamic bank is now performing much better than 10 years ago and that "...the regulator is now 
not concerned whether the bank is going to survive on the market, it is rather concerned whether 
the bank has the capacity to meet its growth, which clearly indicates much better financial 
performance."  The bank has been acquired by one of the Qatari banks and the acquisition 
brought the bank much more capital to finance its growth where new branches were opened, a 
new head office building was purchased, which has given the bank more a professional image. 
IB4-AstCEO also acknowledged that the Islamic retail bank is recovering and doing well in 
comparison to previous years and also added that the notion of Islamic banking and finance has 
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attracted a lot of attention in academic circles and in popular media, however, "...in terms of 
viability of Islamic banking practice in the UK, it is not very promising." 
Table 6.11: Focused Coding for Question 10 
Question: How does the current political and economic situation impact IBs' performance? 
Focused coding 
1 Expected marginal growth 
2 Low interest rate environment + regulatory framework changes 
Theme Financial performance 
 
Table 6.11 shows two codes from question 10. The current political and economic situation does 
not do any favour to Islamic banking and finance and, therefore, only marginal growth is 
expected. IB1-SenMgr believes that "...we live in extended recessionary period where the 
austerity measures are present, the politicians would like you to believe that everything is fine, 
where in reality it isn't, therefore I do not expect Islamic banks to expand rapidly, but there will 
be a growth, however, only marginal". In relation to the future prospects of the Islamic banks in 
the UK, IB3-CplMgr stated that nothing significant can be expected, unless a "...new providers 
come to the market and attract the customer base which current banks have missed to attract." 
Only in this way, some significant change may be seen, otherwise a minimal growth is expected. 
The participant also believes that Islamic banks missed the opportunity to attract more customers 
during the recession period, which was also noted by IB4-ShaMem.  
Low interest rate environment + regulatory framework changes: This has made an impact on the 
profitability of the banks and made them explore an alternative opportunities where they can 
increase their yield. IB2-SalMgr stated that this aspect is achieved through "looking for 
corporate bonds in different geographical markets where rates are offering better return than 
those in the UK." It is clear that customers require finance and the banks have no means or the 
customers do not have deposits to put away, on which IB2-SalMgr stated that in that instance 
"...banks have to eat into their margins further trying to increase their rate so they can attract 
more deposits or go into other markets like, targeting for instance..." Another important aspect is 
the regulatory framework alterations, in particular regarding mortgages (Mortgage Market 
Review - MMR) which is seen to bring "a lot more scrutiny of customer income and 
expenditure" (IB2-SalMgr). With the current practices of Islamic banks regarding mortgage 
applications and approvals,  the new framework alterations may bring even more restrictions 
which may affect prospect customers of Islamic banks. It is clear that the new regulation will 
134 
 
only allow financially stable providers to remain in the market and those less stable may be 
significantly affected and potentially thrown out and consequently stop operating. 
6.2.6 Responses related to the component 'Vision and leadership' 
The vision and leadership cluster is the last of RQ clusters utilised in this study, where the 
respondents had two separate questions. Table 6.12 shows the codes for the question related to 
leadership, whereas Table 6.13 shows the codes for vision-related questions. 
Table 6.12: Focused Coding for Question 11 
Question: Are the Islamic banks led by a competent leaders and managers? 
Focused coding 
1 Fulfill the criteria of being competent 
2 Competent with the constraint of implementing their competence 
3 No 
Theme Vision and leadership 
 
Fulfil the criteria of being competent: Competence may be reflected through various measures, 
some of which are the qualifications and necessary skills to lead the corporate entity. In that 
regard IB5-ShaMem stated that the leaders of UK Islamic banks have predispositions to lead the 
banks in the right direction, however, the post-recession period required some drastic changes in 
leadership. That said, IB1-SenMgr also believes that the leaders and managers fulfil all criteria of 
competence coming from the economics, banking and finance backgrounds, however, this can be 
challenged as "...their products are simply not in tune with what the customers want or can 
achieve." From the participant responses, a conclusion can be drawn that the leaders may have 
not fully recognised Shari'ah products and catered for a limited number of customers who were 
able to fulfil the criteria which the majority were not able to achieve, and because of this reason 
they did not achieve economies. 
Competent with the constraint of implementing their competence: The question of competence 
can be argued from different perspectives, however, in practical terms the competence of Islamic 
bank leaders may not be regarded as good, simply because of the external constraints which were 
mentioned previously. Such constraints were identified by IB2-SalMgr who believes that the 
direction of the shareholders from Gulf may be destructive since they focus solely on high net 
worth customers and neglect the ordinary population. "...they [senior, executive managers] can 
only do what the direction is from the shareholders in the Gulf." Of the same opinion is IB3-
CplMgr who thinks that such occurrences are a great burden and practical constraints in making 
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decisions may be much better applied to the UK market. The key shareholders from Gulf, 
according to IB3-CplMgr, do not always fully understand the issues and often mediate and order 
the top management of what actions to take. "...they feel thay have to intervene in certain 
actions, which they probably don't always understand fully and top management are just, you 
know... they see them as key stakeholder, rather than actually the customers and employees and 
everyone else, so culturally, that's where the defect is." If the stakeholders from Gulf leave 
managers and executives in the UK to take their own actions, it would probably result in a better 
operational process which would result in creating better place for work, motivation, attraction 
and retention of customers. On the other hand, IB2-SalMgr drew the attention of incompetence 
of certain individuals within the Islamic banking industry in the UK "but on the other hand, I can 
say lots of examples where the management is literally [the interviewee paused for 5 seconds, 
thinking carefully what to say next]... in some institutions, the senior management - they are 
literally being there as a gravy train and an opportunity to line their pockets rather than doing 
anything substantial for the industry as a whole." As such, the internal situation is usually 
unknown to the general public as such issues are not communicated and disclosed publicly, 
hence the threat to the reputation arises when those managers, due their incompetence, make 
certain moves and decisions.  
On the other hand, the participant IB4-AstCEO believes that the leaders of Islamic banks in the 
UK are not so competent. The respondent stated "I stand at being misunderstood with this 
statement and I should be a bit careful. The early leadership of Islamic banking industry in the 
UK came from non-Muslims. At a point, all of CEOs were non-Muslim and they were mediocre 
kind of bankers otherwise. I fail to understand how they ended up heading these newly 
established Islamic banks." The point raised by the respondent seems to be valid as the Islamic 
banks should have been led by the competent, well-known, Muslim bankers who had the bonds 
with the local Muslim communities. The reason for such events were the precautionary measures 
of the relevant bodies, where the respondent further said "...so all these non-Muslim executives 
were brought to ensure that Islamic banks don't come up with anything which is not desired by 
the FSA and British government in general. I am not saying that the government was not in 
support of Islamic banking and finance - it was definitely, however, there were certain fiascos 
and they were very careful." The findings suggest that there was a number of highly qualified, 
professional and influential Muslim bankers who could have taken the roles initially and who 
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could have made a significant change at the beginning. Nevertheless, the UK Islamic banks are 
currently facing different issues which need to be addressed. 
 
Table 6.13: Focused Coding for Question 12 
Question: Do you think that Islamic banks have a clear vision for future? 
Focused coding 
1 Manifested as unclear 
2 Not as much 
3 Yes, same as their counterparts 
Theme Vision and leadership 
 
Table 6.13 presents question 13 of the semi-structured interview, related to the vision of the 
Islamic banks. Three codes were identified: a) manifested as unclear; b) Not as much; and c) 
Yes, same as their counterparts. 
Manifested as unclear: This code was derived from the respondent IB3-CplMgr who said that the 
vision is not clear as it was before and the reason for that he said "The vision is now little more 
blurred because it's different strategic segments that they're going for. They're serving the 
private banking customers, the GCC much more so; but I think personally that they're trying to 
service too many different types of customers and what you have is like two or three different tier 
system". The clear vision before was promoting Islamic finance in the UK, however, the current 
practice deviated the vision into a different, rather commercial, direction. The challenge is to 
invest more into the mainstream customer-base, rather than just focusing on commercial 
customers. 
Not as much: Due to the global slowdown in the Islamic finance industry, the clear vision is 
somewhat missing. Such occurrence has resulted in slow growth compared to the one after the 
financial crisis, when more people turned towards Islamic banking and finance. IB4-AstCEO 
said that "Islamic banking is increasingly becoming conventional and the Muslims around the 
world have already found that differences between Islamic and conventional banking are going 
away very rapidly." This phenomenon is quite worrying, taking into account that in the last three 
years, Islamic banking and finance is recording its growth with a single digit growth.  
Yes, same as their counterparts: Shari'ah board member (IB5-ShaMem) is of this opinion and 
compared the vision of Islamic banks to their counterparts. He believes that the plans are made 
very carefully and that the Islamic banks know where they want to be in the next 5 years, 
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according to their projections. This opinion is different to the previous opinions and may be 
classed as biased and not so critical, given the current position of Islamic banking and finance. 
6.2.7 Respondent opinions on the practice of Islamic banks related to monitoring corporate 
reputation  
This section relates to the responses related to the current practices of Islamic banks vis-a-vis 
monitoring their corporate reputation. The responses are somewhat similar to each other, 
however, differences initiated several codes to emerge: a) Meeting regulatory requirements + 
Shari'ah monitoring/governance; b) Voluntary measures; and c) Marketing and PR initiatives. 
Table 6.14: Focused Coding for Question 13 
Question: What Islamic banks do to monitor their reputation and what steps do they take to stay 
recognised on the market? 
Focused coding 
1 Meeting regulatory requirements + Shari'ah monitoring/governance 
2 Voluntary measures 
3 Marketing and PR initiatives 
Theme Practices related to CR 
 
Meeting regulatory requirements + Shari'ah monitoring/governance: The Islamic banks, as any 
other bank in the UK, have to comply with the regulations set by the FCA who scrutinise their 
work and monitor their compliance. As such, banks need to meet certain regulatory requirements 
which are reflected through "...their services, and within that they will have complaints 
departments, customers service departments, and procedures in place to ensure that any 
complaints are handled appropriately and within the appropriate timeframe via the appropriate 
regulators; and all of the external regulation imposed by the ombudsman are adhered to" (IB1-
SenMgr). These aspects are also related to regulatory matters, such as, whether the bank is 
meeting government standards, are they compliant from the audit and compliance perspective, do 
they tick all of the regulatory boxes or not. In response to what Islamic banks do to stay 
recognised on the financial market, the responded added that "...the Shari'ah regulatory board 
also plays a major role where the internal officer needs to be linked with the regulator and the 
board to ensure consistency."   
Voluntary measures: are also another aspect to which Islamic banks pay attention in order to stay 
recognised on the financial market. IB2-SalMgr stated several measures which Islamic banks 
closely monitor and which he related to corporate reputation such as "customer feedback 
programs (daily, weekly, monthly, quarterly), focus groups, they commission market research, 
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staying in touch with regulators, industry bodies; they do commission independent research into 
their customer experience, sign up for transparency around taxation, etc." The matters 
mentioned are simply the same as in any other business entity which is trying to provide better 
service to its customers and shareholders. 
Marketing and PR initiatives: IB5-ShaMem immediately mentioned these two aspects and 
related the corporate reputation to marketing and media. The respondent said that every Islamic 
bank has a designated department which monitors media and marketing and especially in times 
of crisis, they are well trained and equipped to respond to any situation. The respondent also 
believes that the Islamic banking industry had no significant media-related issues in the past. He 
added "...so over the last decade, I can say they are managing their reputations, media relation 
and public relations well." IB3-CplMgr believes that such departments need improvement and 
more investment in order to reach out and have larger media and PR coverage. The current 
practice of Islamic banks in terms of measuring its reputation is whether people would 
recommend the bank to someone else, family or friend. IB4-AstCEO is also of the opinion that 
the marketing and media campaigns play a major role in terms of reputation. 
 
6.2.8 Respondents opinions on the future challenges of Islamic banking and finance 
The last question of the questionnaire survey relates to the challenges which the Islamic banking 
industry in the UK face. A number of challenges were indicated by the respondents and 
subsequently three codes emerged: a) Attracting more customers; b) Winning back the Muslim 
population; and c) Sustainability. 
Table 6.15: Focused Coding for Question 14 
Question: What do you see as a future challenge for Islamic banks in the UK? 
Focused coding 
1 Attracting more customers 
2 Winning back the Muslim population 
3 Sustainability 
Theme Future challenges 
 
Attracting more customers: is the usual challenge which could be identified through the 
interaction with the respondents and based on their previous answers. In that regards, IB2-
SalMgr stated that "For me, the success of Islamic banking industry will be when even non-
Muslims see us just as a normal alternative and they see us as normal banking, and they really 
consider it just like any other bank for whether they want their products or services...".  
139 
 
To achieve something like this, the general political and security conditions need to be 
significantly improved, given the current situation where Islamophobia dominates the Western 
population where the general perceptions regarding Islam, Muslims and anything with the prefix 
'Islamic' is rather negative. Nevertheless, the true success of Islamic banking and finance will be 
when the general public adopts it.  
Winning back the Muslim population: IB3-CplMgr believes that this will be the challenge given 
the current amount of scepticism regarding Islamic banking and finance "I think the challenge is 
to make the... [pause for 5 seconds]... probably the main challenge is [pause for 4 seconds]... 
there is a lot of scepticism in the marketplace in the UK whether the bank is actually compliant 
with Shari'ah". The Muslim population is not clear about the idea of Islamic finance and Islamic 
banks need to do a lot in terms of educating population regarding this issue, which Islamic banks 
are currently not doing to the extent to which they actually should. The issues are interlinked and 
if the Muslim population of the UK would believe in the notion of Islamic banking and finance 
and supported it, there would be more competitive rates available on products, and also services 
would significantly improve. However, more effort is required by the Islamic banks in order to 
get to that level. 
Sustainability: as a linked issue to those previously stated, sustainability has been identified by 
both IB4-AstCEO and IB5-ShaMem. IB4-AstCEO believes that "they have only one challenge - 
to sustain themselves! They would disappear as Islamic investment banks and they would 
become Islamic asset management companies. To avoid this kind of situation is the biggest 
challenge." According to the responses, the forecasts are that the investment banks in the UK do 
not have a bright future and, due to the operational, compliance and regulatory costs involved, 
they may not be able to cope with and would consequently turn into the asset management 
companies. IB5-ShaMem believes that sustainability is also undermined unless the customer-
base is widened to Muslim and non-Muslim customers and until Islamic banking grows into 
being a mainstream provider. 
 
6.3 Semi-structured interview analysis: Participants from conventional banks 
This section shows findings from the interviews conducted with the participants from the 
conventional banks. There are total of four interviewees where the same set of questions was 
140 
 
asked as those from the Islamic banking industry. The aim of this section is to compare the 
findings between Islamic and conventional banking system to further explore which banks 
endorse corporate reputation practices more and what can be learnt from the practices of each 
type of banks. 
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6.3.1 Responses related to the component 'Corporate social responsibility' (CSR) 
The first table shows the question related to corporate social responsibility and the codes that 
were developed from the responses. These codes are as follow: a) affordability screening; b) 
educating local communities; c) looking after environment; and d) providing customers with the 
right products. 
Table 7.1: Focused Coding for Question 1 
Question: How is the CSR perceived and implemented by the UK banks? 
Focused coding 
1 Affordability screening 
2 Educating local communities 
3 Looking after environment 
4 Providing customers with the right products 
Theme Corporate Social Responsibility (CSR) 
 
Affordability screening: this code has been derived from the responses which slightly varied, 
however, the focus of responses was that the banks are now more careful in approving loans and 
credit cards and they look at the affordability aspect. As such, respondent CB1-BDMgr 
connected it to the CSR concept stating that in the post-credit crunch period, banks are showing 
more responsibility and treating customers fairly. "Since the credit crunch, pressure from the 
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government, they are more responsible now whereby in the most cases they'll do the right thing 
for the customer" (CB1-BDMgr).  
Educating local communities: is yet another aspect of CSR as stated by the conventional bankers. 
The UK based banks seem to take the CSR aspect very seriously, especially after credit crunch. 
The banks are trying to connect more with the local communities through various means as that 
is very well embedded in their mission statement. Such connection with the local communities 
reflects through, for instance educating young people of their finance. In that regards CB1-
BDMgr said "The first employer I worked for encouraged anything that had to do with the local 
community. So with the first one, I was involved as a school governor. The bank would 
encourage me to take time off, educating pupils about margin finance... so it is anything that will 
help local community... so my participation was very much around the schools educating the 
pupils and also helping the school." It can be seen that the UK conventional banks are paying a 
remarkable amount of attention in getting to the communities in various ways, hence targeting 
the young people at schools and educating them about the finances is also very interesting aspect 
of CSR.  
Looking after environment: is the aspect which the conventional bankers stated as part of their 
banks CSR activities. CB4-BrMgr stated that the recent closures of many branches of the bank 
she worked for was the actual CSR act towards reducing emissions and looking after the 
environment, which can be clearly challenged by the simple fact that all banks are now reducing 
their operational costs by closing branches and switching their operations to the electronic 
banking services which require less employees and consequently branches. The response can be, 
however, argued that such activity is profit driven rather than CSR oriented. Nevertheless, CB3-
ComMgr stated that his bank not only recycles the waste and closely monitor reducing their 
carbon footprint at the workplace, but also funds charities which help in the environmental 
protection. As opposing to the previous responses, CB2-BrMgr indicated that his bank may not 
be looking after environment through paper recycling "personally, I don't see any of things, like 
paper saving or any other initiative in the branch... I always see like... we keep using a lot of 
paper and also some of the systems are based like... you know... we have to keep the record in 
the bank... the paperwork is produced, signed and kept in the branch for like six years...". 
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Providing customers with the right products: is another interesting point raised as part of CSR 
activities. It seems that every conventional bank has something in place which emphasise on 
providing customers with the relevant options. "...in the past, there have been instances where 
the customers were provided with products which were not really relevant to their needs, there 
were a lot of products which were missold and that is the reason why many bank are facing hefty 
charges and fines." Therefore, as part of the CSR activity of a bank is to inform the customers of 
what is the best option for them, especially with the mortgages, and not to offer something that 
customer would not be able to cope with. As the respondent stated such aspect, this may be also 
connected to the affordability screening as in the code 1 of this question.  
However, the respondent is also concerned about the reality regarding the social responsibility of 
the bank where everything seem to be on the paper and less in action. The concern lays within 
the fact that banks are simply fulfilling the form and in substance, their CSR activities have no 
much positive impact on the society. 
6.3.2 Responses related to the component 'Products and services' 
This section has two questions divided in three tables. As in previous questions, each table 
contains a number of codes derived from the participants' answers. 
Table 7.2: Focused Coding for Question 2 
Question: How do financial products offered by the UK banks differ from other banks' products? 
Focused coding 
1 Same across the business 
2 Slightly different 
Theme Products and services 
 
Same across the business: The majority of respondents believe that the financial products are the 
same across the business. CB1-BDMgr said that all financial products are same, whether it is 
"...car insurance, home insurance, current accounts, saving accounts, ISA, the borrowing rates 
are the same..." and the only difference the respondent mentioned is the level of service which 
customers get. CB3-ComMgr and CB4-BrMgr are also of the same opinion and have recognised 
the level of service as the only difference. As such, this component may also make a difference 
in customer retention and play one of the key factors in the reputation of a bank. 
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Slightly different: Some respondents, however, believe that the financial products somewhat 
differ between the banks. CB2-BrMgr believes that all the products, such as "...savings products, 
different types of savings products, cash ISA, fixed rate bond or instant access savings, lending 
products, loans, credit cards, mortgages, overdraft all these are different to other banks..." There 
are clearly differences in financial products among UK banks and the market is very competitive. 
Also, it should be noted that the customers are more savvy and will choose products and services 
of the banks that most suit their needs and requirements. 
 
Table 7.3: Focused Coding for Question 3 
Question: How good/bad the UK banks are in offering their services to the customers? 
Focused coding 
1 Usually meet customer expectations 
2 Good in processing and resolving complaints 
3 Going extra mile for the customer 
Theme Products and services 
 
Table 7.3 above shows the coding results for the question 3 of the section 'products and services'. 
Three codes are identified as stated below:  
Usually meet customer expectations: Respondent CB3-ComMgr thinks that the banks are very 
good in terms of providing their services to the customers and thinks that mostly, employees are 
meeting customers' expectations. However, it was stated that "some customers may be 
unreasonable as they don't think that the banks are actual businesses... they expect things for not 
valid reasons." As such, those customers may not have a very positive attitude and opinions of 
the bank.  CB1-BDMgr also believes that "...there may be something that is outside of our 
control whereby their experience might not be as positive as we like. But from the personal 
interaction point of view, the customer experience is very positive." The respondent, same as 
CB3-ComMgr noted that some of the customer requirements may be outside the control of the 
bank and that some of them may than feel dissatisfied with the level of expected service.  
Good in processing and resolving complaints: CB4-BrMgr noted that in terms of processing 
customer complaints, the banks pay an enormous amount of attention and deal with it 
appropriately. "The banks make sure that complaint is handled fairly, efficiently, properly and 
obviously if there's any compensation due, for example, that is also given to the customer and 
make sure that the customer is left with the free taste..." (CB4-BrMgr). This act of processing 
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complaints is regarded as a very positive in the intention of the bank to minimise the likelihood 
of similar mistakes occurring again.  
Going extra mile for the customer: Again, CB2-BrMgr pointed out that the customer-facing 
employees are providing excellent service and that they are always ready to go extra mile in 
enhancing customer experience. The respondent also mentioned few examples: the instances 
where an employee paid visit to the customer due to the customer's ill health and also sacrificing 
lunch breaks during busy times caused by the system failure. CB3-ComMgr also mentioned that 
the customer service is in the heart of their corporate mission statements and mentioned instances 
where he personally helped the customers. According to the responses, it can be indicated that 
the culture of 'customer-first' in conventional banks is at the centre of the corporate culture. 
Table 7.4 depicts the codes for question 4: a)provide equal telephone options (human and 
machine); b) improve internal operations; and c) provide better interest rates. 
 
Table 7.4: Focused Coding for Question 4 
Question: What could you identify as an important but missing factor in providing good customer 
service? 
Focused coding 
1 Provide equal telephone options (human and machine) 
2 Improve internal operations 
3 Provide better interest rates 
Theme Products and services 
Provide equal telephone options (human and machine): is the code identified through CB1-
BDMgr's response where he mentioned that a large proportion of customers like online and 
telephone banking, hence a number of customers are not content with the automated service and 
would rather speak to the operator as some of their requests simply can't be processed through 
the automation "...but other customers prefer face-to-face or being able to speak to somebody 
rather than going through the automated service". As a result of the overemphasising on the 
automated banking, a group of customers are found to be frustrated. The respondent suggested 
that a balance should be made between automated and human operated telephone service. It 
could be argued that the banks, in their positive intentions to achieve efficiency, neglect the fact 
that proportion of their customers are still, either unable or not willing to, cope with the 
technological advancements.  
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Improve internal operations: Indeed, almost every business has its weaknesses and limitations 
which are triggered by the lack of internal processes and operations. CB3-ComMgr thinks that, 
due to the fraud attempts, employees have lost the level of trust with the customers and as such 
results in a treating every customer with such level of precaution that becomes apparent and 
noticed by the customer, which later has a negative impact on the customer satisfaction. The 
code is also determined through the response of CB2-BrMgr who stated that the lack of internal 
efficiency often affects customers experience. As an example, the respondent mentioned that the 
amount of paperwork required to process a single mortgage application and also the fact that 
"...sometimes even if paperwork is received on time and everything is on system, some staff 
members from other departments loose the paperwork... and that has created the problem for the 
customer and it is very had to track down that particular member of staff... and it is very difficult 
to resolve it unless you redo everything again." As such, the customer experience may not be 
positive and this aspect, therefore, would require attention in conventional banks. 
Provide better interest rates: CB4-BrMgr also stated that within the private banking sector, there 
is no incentive to save given that the banking operates in a low interest rate environment. This 
aspect is rather complex and requires governmental changes which would initiate the interest rate 
growth. 
6.3.3 Responses related to the component 'Emotional appeal' 
 
The third cluster of corporate reputation tested in this study is emotional appeal. This section has 
two questions on which respondents gave various answers based on which the relevant codes 
were developed as depicted in tables below. Table 7.5 shows the codes derived from the question 
related to the employees' performance and the level of motivation.  
Lower position employees - not so much as they feel underpaid: is the code derived from the 
response of CB1-BDMgr who thinks that the employees working in lower positions are generally 
not buying into their corporate culture as employees feel generally unpaid for the level of service 
they provide and for the level of service they are expected to provide. "...people will always say 
that they can earn more or they are not rewarded as much as they should and that is the common 
theme whichever company you work for where employees think that they are not rewarded... staff 
do feel that they do deserve reward and recognition, however, they need to look at it from more 
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sides." The respondent mentioned that the recent employee engagement survey at his workplace 
resulted in average score with the first point of improvement being 'reward and recognition'. 
 
Table 7.5: Focused Coding for Question 5 
Question: Do employees of the UK banks buy into their corporate culture and are they motivated to 
perform well? 
Focused coding 
1 Lower position employees - not so much as they feel underpaid 
2 Senior employees - motivated by high salaries 
3 Depending on the workplace environment 
4 Yes, very much so 
Theme Emotional appeal 
 
Senior employees - motivated by high salaries: The previous and the current code are divided 
based on the responses obtained from the participants and it could not be generalised that all 
employees are buying into their corporate culture and are motivated. In that regards CB2-BrMgr 
stated that the lower position employees have no incentive to buy into their corporate culture 
given their salaries which are relatively low and hardly get any pay rise. "front line staff don't 
actually have any bonus... so there is no really any incentive for them to provide excellent 
service, but the bank perspective is that you shouldn't be needing a bonus to do your day to day 
job..." Those who are motivated to perform well are the senior managers and executives who 
receive high bonuses in addition to their high salaries "senior employees, who are probably on a 
million pound salaries, are able to get another two million pounds in shares, is still money for 
them..." 
Depending on the workplace environment: CB3-ComMgr has also talked from the perspective of 
a lower position employees and stated that buying into the corporate culture depends on the 
workplace environment"...the first six months to a year will generally decide whether that person 
is motivated to work for them (bank) or that person is just going to let the clock turn and let it 
pay their bills...". This explains that employees at his bank have certain adaptation period during 
which the employees decide whether the working setting is right for them or not, and 
surprisingly a large number of the employees leave within that period. On the other hand, a 




Yes, very much so: In addition to the codes above, CB4-BrMgr stated that employees are 
generally motivated in her bank. "Yes, absolutely. We have a staff scheme to motivate staff to 
perform better. We have a particular one called flexible benefits...we have other cash incentives 
as well...". Staff, therefore buy into their corporate culture as the incentives are good, such as 
free dental care, health care insurance for the employees and their family members and many 
other benefits. 
Table 7.6 shows only one code related to the question ' Do you think that the customers of your 
bank respect the way in which your bank operate and do you think they trust your bank?' 
Table 7.6: Focused Coding for Question 6 
Question: Do you think that the customers of your bank respect the way in which your bank operate 
and do you think they trust your bank? 
Focused coding 
1 Not so much 
Theme Emotional appeal 
 
Not so much: is the only code obtained through the opinions of all respondents. CB1-BDMgr is 
of the opinion that the customers are sceptical about banks and they would rather trust the 
member of staff than a bank as a whole. "...they don't trust banks wholeheartedly, they'll 
probably trust a member of staff they build that relationship and rapport...I think there is a still 
long way to go on that." Therefore, the importance is in building a personal and strong 
relationship with the customers in order to enhance their experiences and ultimately recover the 
level of reputation. CB2-BrMgr believes "...in general, customers are not happy with banks...", 
however, there are always those who are loyal and who do the business with their banks. CB3-
ComMgr also believes that a relatively small number of customers trust their banks, especially 
after the credit crunch in 2008 "I genuinely believe that only about 25% of customers trust their 
banks...". CB4-BrMgr also believes that the same event resulted in loosing trust in banks and 
reduced number of cervices which customers used to choose "Unfortunately, a lot of banks let 
the customers down and that had an impact on customers we have. I would say a lot of people 
lost the faith in how banks operate, unfortunately." 
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6.3.4 Responses related to the component 'Workplace environment' 
This component had to relevant questions, the result of which are shown in tables below. Table 
7.7 has three codes derived from the responses, whereas the table 7.8 has two relevant focused 
codes. 
Table 7.7: Focused Coding for Question 7 
Question: Does your bank reward its employees according to their performance? And if it does, are 
those rewards good enough to serve as a motivational factor? 
Focused coding 
1 Unclear reward schemes - not so motivated 
2 Poor rewards - demotivated staff 
3 Very much so 
Theme Workplace environment 
 
Unclear reward schemes - not so motivated: In relation to this focused code, CB1-BDMr stated 
"my present bank, their reward structure is unclear... so if you ask me does that motivate the 
staff, I would say it doesn't because the reward structure is unclear." From the personal 
experience, the participant stated that the motivational drive is his willingness to do the right 
thing for the customer, and not any other reward because there are few anyway and sometimes 
very unreasonable to achieve. CB2-BrMgr also thinks that the staff are generally not rewarded 
accordingly and, from the banks' perspective, the only motivation should be the salary and 
nothing else should be given anyway. The recent changes in the UK banks have removed all 
bonuses and currently there is no incentive to go extra mile as it was the case previously. 
Poor rewards - demotivated staff: CB3-ComMgr stated that poor financial rewards are the cause 
for demotivation. Another factor for such situation could also be a fairly unrealistic 
bonus/incentive evaluation criteria which, according to the respondent does not motivate staff in 
any way. The new reward scheme, according to the respondent, makes the reward achievement 
very remote and it is designed in a way that if in 2 out of 12 months an employee doesn't perform 
well, the bonus will not be achieved. "because of two months 'I am sorry, but you are not going 
to get pay rise'...". This scheme is clearly making the staff to work above and beyond their 
abilities, which may be ruined with a single complaint or underperformance in certain task. 
Very much so: This is the code to which CB4-BrMgr agrees. The respondent believes that her 
bank provides a very good incentives which are motivational and help staff train themselves to 
become more skilful and competent. "I would say very much so. [x bank] do motivate their staff 
and help and coach their staff very much in directing how they want their career to go." The 
149 
 
respondent referred to the promotion into the graduate scheme as a reward for those who perform 
well and as such their salaries would increase, after successfully passed trainings and tests. 
 
Table 7.8: Focused Coding for Question 8 
Question: Are the employees of your bank adequately promoted? 
Focused coding 
1 Opportunities exist 
2 Less opportunities 
Theme Workplace environment 
 
Table 7.8 shows two focused codes for the question 'Are the employees of your bank adequately 
promoted?' 
Opportunities exist: The promotion is seen as a very competitive action, however, some 
respondents believe that employees are rewarded accordingly if all criteria is fulfilled and they 
happen to have luck in the selection process. CB4-BrMgr said that it is very important to 'stand 
out among others' and also 'how well you sell yourself' in order to get promoted. CB1-BDMgr 
believes that member of staff need to drive their careers and he also stated that a lot of luck in the 
whole process is required to be in the right place, at the right time "I would say there is a lot of 
opportunities that can help you and your career... however, you need a lot of luck to be at the 
right place and at the right time." 
Less opportunities: Other respondents think otherwise and believe that due to the trend of 
reducing the size of banks, there are less opportunities for advancement and subsequently those 
employees who deserve to be promoted simply can't get their promotion due to these constraints. 
CB2-BrMgr said that "...in the last five years more redundancies happened then promotions." 
The participant also stated that there the promotions are given to employees who are sympathised 
by their line managers where the process of interviewing, for instance, would be conducted to 
fulfil the requirement, but the job will be given to an employee who received their sympathy. 
This answer indicate that the level of bias may be involved in the selection process for 
promotion. CB3-ComMgr also stressed on how the size of a bank impacts the reward scheme 
where a large number of employees would like certain position and, of course, not everyone can 
get it as the bank can only afford to have, for instance , one branch manager at a single branch, 
only one business development manager in a single branch, or only two supervisors on a 
complaints handing floor where 200 employees fulfil the criteria for promotion "...out of a large 
number of employees, there could be, let say 50 of them who would like to become a manager... 
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and the department needs, let say only 1 manager...". This shows that in the larger companies, 
the opportunities seem to be fewer comparing to smaller companies where people may move up 
quicker in their careers.  
6.3.5 Responses related to the component 'Financial performance' 
This section shows the codes obtained from the responses related to the reputation quotient 
component of 'financial performance'. This section has two questions as depicted in tables below. 
Table 7.9: Focused Coding for Question 9 
Question: How do you think your bank perform financially? 
Focused coding 
1 Reasonably well 
2 Not so well 
Theme Financial performance 
 
Table 7.9 shows two focused codes for the question 'How do you think your bank perform 
financially?' 
Reasonably well: Two of the respondents believe that their banks are performing reasonably well 
in the current economic climate. CB3-ComMgr believes that his banks is making profit slowly, 
however, can be seen as marginal due to the financial commitments they have as a result of the 
bailout "I believe they are doing ok, I don't believe they are doing absolutely great...profit is very 
small compared to the debt they owe to the government...". CB4-BrMgr also thinks that "overall, 
our bank performs quite well..." and mentioned that the bank purchased the credit card facilitator 
which offers a good rates which suppose to attract more customers. 
Not so well: Two respondents who take into consideration different aspects of profitability and 
the constraints which UK banks are encountering are of the opinion that they do not perform so 
well. CB1-BDMgr believes that his bank is now not performing as good as prior to the credit 
crunch. The amount of debt which banks had to write off and missold payment protection 
insurance (PPI) are all making the recovery very slow. Banks are now trying to make up the 
revenue from other sources and come up with different techniques, such as charges on the 
current accounts "I believe the profits have been squeezed and the banks are looking for other 
avenues to make some extra money.". CB2-BrMgr also thinks that the banks are not as profitable 
as before. According to the respondent and also, similarly as identified by other respondents, 
conventional banks are experiencing a long term recovery phase which jeopardises their rapid 
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growth and expansion. Therefore, banks are not in a good position at the moment due to "...the 
previous misselling, misconduct, the fines and the legacy systems, foreign currency exchange..." 
which caused the collapse. It requires a long time to come to the point of profitability where it 
was before. 
Table 7.10: Focused Coding for Question 10 
Question: How does the current political and economic situation impact your bank performance? 
Focused coding 
1 Governmental measures 
2 BREXIT uncertainty 
Theme Financial performance 
 
The second question related to the financial performance is depicted in Table 7.10. 
Governmental measures: CB1-BDMgr is of the opinion that the government is introducing 
measures in order to control the banks and making sure that they perform. Such measures make 
only the banks that can cope with the criteria to remain in business whereas others would 
withdraw from the business. "Government is stress-testing the banks and the market as a whole... 
Some banks are seen to be more stable than others and the government sets the stress criteria... 
and if you are not, they put measures in place to make sure that you are stable."  
BREXIT uncertainty: This code is yet another important characteristic of the current economic 
and political situation in the UK. According the CB2-BrMgr, current low interest rates of 0.25% 
are not helping at all in terms of the recovery and also the uncertain situation with BREXIT as 
well. "So, the political situation with BREXIT... there is like more uncertainties which re not 
helping the banks". CB4-BrMgr also believes that BREXIT does no favour to the banks and 
especially in the environment in which people cannot get enough return on their savings nor the 
banks can make the money on the interest through mortgages "Given the economic climate, I 
would say no...that is part of the current situation of being in BREXIT". 
6.3.6 Responses related to the component 'Vision and leadership' 
The last category of the reputational quotient is 'vision and leadership', where two questions were 
asked. The tables below show the questions as well as the focused codes derived from the 
responses. 
Table 7.11: Focused Coding for Question 11 
Question: Are the UK banks led by a competent leaders and managers? 
Focused coding 
1 Competent for the short-term goals 
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2 Not so competent 
Theme Vision and leadership 
 
Competent for the short-term goals: CB2-BrMgr stated that the leaders of the UK banks are 
competent to make a difference on a short-term basis only and not so competent to make any 
significant long-term difference. The reason stated was the fact that the CEOs are constantly 
changing which brings lot of short-term changes where they bring their own ideas from other 
banks and previous (unsuccessful) experiences. "...everything is moved around and then two 
years later, that person moves to another company". Therefore, the competence may be 
measured through their longevity at a single bank, which talks for itself. 
Not so competent: The other participants who also believe that the constant changes hindering 
operations are of this opinion. In that regards CB3-ComMgr said that the top leadership is not 
performing so well and may not be competent given the amount of changes required each time 
the new CEO comes, which happens every year of every few years. The changes in the system 
only disrupt the processes "it contradicts everything that you have been doing for the last two or 
three years... it disrupts the entire organisation as you are just swapping and changing... you 
will not see the momentum of anything working if you keep changing things very single time". 
Almost the same opinion has CB2-BrMgr, with the difference of distinguishing between long 
and short term goals. CB4-BrMgr is also of the same opinion that constant changes do not show 
good source of leadership at all "I had an experience of managers doing what they should not be 
doing...". 
Table 7.12: Focused Coding for Question 12 
Question: Do you think that the bank leaders have a clear vision for future? 
Focused coding 
1 Manifested through vision and values 
2 Clear for some time 
3 Not so clear 
Theme Vision and leadership 
 
Manifested through vision and values: In relation to this focused code, CB1-BDMgr stated that 
the emphasis on vision and mission is stated in almost in every staff meeting where the managers 
cover where they are now and where they want the bank to be in the future "...they have a clear 
vision where they want to be and how they are going to get there and that is demonstrated all the 
time." This means that everyone in organisational setting is familiar with the vision and mission 
statement of their banks. 
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Clear for some time: It is not surprising that some banks do not have so much clear vision due to 
the various organisational issues and constraints. The vision and values is usually communicated 
within the bank on a regular basis and through various means which further implies that all staff 
members have an insight into their corporate strategy. Nevertheless, the question is whether such 
vision and mission is implemented and what measures are there to monitor its progress and 
development? CB2-BrMgr thinks that no clear measures are in place which can tell to what 
extent the bank has developed in its way towards the goal "the messages we receive from the top 
management indicate that they have clear vision, but is it implemented? Are there measures to 
see if this has been implemented...". The respondent is linking such problem with the trend of 
changing vision due to the organisational changes initiated by new CEO who usually changes 
very often.  
Not so clear: is the organisational vision which is not well manifested through its internal 
processes and actions. Of such opinion are CB3-ComMgr and CB4-BrMgr who think that the 
banks have vision of being the leading banks in, for instance, customer service, providing the 
best possible products, however this remains unclear as no clear map is demonstrated and visible 
to its internal stakeholders. 
6.3.7 Respondent opinions on the practice of the UK conventional banks related to 
monitoring corporate reputation  
The second last section explores the respondents' opinions on the practices of their banks related 
to the monitoring corporate reputation. The answers generated two focused codes which are 
shown in Table 7.13. 
Table 7.13: Focused Coding for Question 13 
Question: What does your bank do to monitor its reputation and what steps it takes to stay recognised 
on the market? 
Focused coding 
1 Customer service feedback 
2 Social media 
Theme Practices related to CR 
 
Customer service feedback: is what every bank has and closely monitors in order to make sure 
that they provide good customer service. CB4-BrMgr stated that this is the only way her bank 
monitors its reputation and also thinks that this is probably the best way of doing it "it's all about 
customer feedback and this is the best way and only way to monitor it". as it comes directly from 
the external stakeholders. The respondent also believes that the same practice is in place across 
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the network (in all banks) and also stated that new ways of monitoring are needed in the banking 
industry which will enhance and improve corporate reputation. The respondent also stated that 
no specific reputation measure exist in the banking industry "there is no separate division which 
monitors reputation, but it is manifested through customer service feedback". CB3-ComMgr also 
stated that the practice in his bank is also through customer feedback where after every call made 
or after every letter sent, the automated machine or a text message will be sent to the customers 
asking how well satisfied they were with the most recent service at their bank which will directly 
reflect on the operatives' performance. Therefore, the banks use different methods of customer 
service feedback to be able to generate how well they are doing in a particular business area. 
Social media: is seen as a powerful tool for monitoring reputation and what customers as well as 
wider public think about certain business entity. This tool is nowadays used by almost all banks 
and the employees from marketing departments are usually involved in monitoring media 
activities. CB2-BrMgr stated that the customers and the public can have their say through social 
media and the banks are now able to respond to any issue that arises and find the solution to any 
problem that may be mentioned by the customer. The respondent particularly mentioned twitter, 
facebook and instagram which is monitored by banks in general. The respondent also stated the 
complaints department which is always doing great job in resolving issues and making sure that 
the problem is not escalated further to the financial ombudsman service. The target of those 
teams are to resolve the issue within department and to compensate the customer in order to 
retain, please and rectify the issue. CB1-BDMgr thinks that no single department is responsible 
for monitoring corporate reputation, but all departments as a whole. In particular, the respondent 
mentioned how important role social media plays in everything related to corporate reputation 
and that the banks have designated team which looks after these aspects "...they must have 
somebody to look after social media and if there is any adverse information or anything that the 
bank is uncomfortable with, they would address it as best they could".  
6.3.8 Respondent opinions on the future challenges of banking and finance industry 
The last question of the interview was to ask respondents of their opinions on the future 





Table 7.14: Focused Coding for Question 14 
Question: What do you see as a future challenge for banking industry in the UK? 
Focused coding 
1 Customer retention 
2 Potential new provider on the market 
3 Electronic banking and countering fraud 
4 New products and services 
Theme Future challenges 
 
Customer retention: This particular code has been derived from the answer of the respondent 
CB4-BrMgr. It was pointed out that the customer retention will be one of the future challenges 
especially those private banking customers who currently do not see an incentive of having their 
savings with the banks with the current interest rate "Bank of England rates are very low and 
there is no incentive for savers along with home buyers..." In addition to this issue, the 
respondent mentioned first time home buyers who now face the difficulty in current 
environment. 
Potential new provider on the market: CB3-ComMgr thinks that the mortgages are the main 
source of generating the revenue, however, something may be coming to the market what will 
potentially destroy the banking industry and offer much better and affordable options to all. The 
respondent gave an example of Uber how it overthrew taxi service in the US. The respondent 
also mentioned crypto currency which may negatively impact the current financial system, 
however, may initiate the provision of more affordable options and solutions to the system as a 
whole. 
Electronic banking and countering fraud: CB2-BrMgr said that one of the future challenges 
would be coping with the scale of electronic banking use and also getting people to visit the 
branches when required "a lot of fraudulent activities happen and innocent people lose money on 
day to day basis... and the banks will have to come up with stronger system". Also, the fraudulent 
activities happening nowadays are in increase and the real challenges of banks are to counter 
fraud and stay ahead of the fraudsters by implementing relevant security and safety measures and 
systems. 
New products and services: is the last focused code identified through the responses. CB2-BrMgr 
stated that one of the challenges would be to offer better, affordable and original products and 
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services to the customers and not just to replicate from the industry "...they will need to come up 
with the products that actually meet customer individual needs". The challenge, however, will be 
to meet customer individual needs in the current environment and provide good services in 
general. 
6.4 Conclusion 
This chapter provides with the results of interviews conducted with senior employees from 
Islamic and conventional banks in the UK. The responses have been analysed through thematic 
analysis where the coding system was introduced to better understand the responses and to 
interrelate them with the banks' practices related to the corporate reputation. The findings 
indicated the following: 
The responses of the Islamic bank employees regarding the aspect of corporate social 
responsibility varied, where some considered it as an integral part of the business to which 
Islamic banks pay lot of attention. Such attention reflects through the customer services 
provided, financial products offered and looking after environmental aspect as well. Others have 
regarded the existence of Islamic banks as a corporate social responsibility act itself and justified 
their existence on the market despite the financial losses encountered over the last decade. Such 
opinions are, however, coming from the respondents who are currently affiliated with Islamic 
banks, whereas others who were previously affiliated and currently work elsewhere have 
different opinions. They critically looked at their CSR activities and regarded Islamic banks as 
those which are lacking such corporate reputation component and said that it is not very well 
implemented due to their commercial orientation which clearly makes imbalance between 
revenue generation and social responsibility. The participants from conventional banks had 
rather positive thoughts about their banks' CSR activities where they generally regarded them as 
socially responsible. The findings indicate that the responsibility of conventional banks reflects 
through affordability screening which banks are now more aware of and pay a lot more attention 
in a sense that an applicant for certain product meet the required criteria so it does not crate 
financial difficulty. The banks are also paying attention to the aspect of educating local 
communities, looking after environment and providing customers with the right products and 
services. Without looking into the modes of financing in conventional banks which is 
condemned by Islamic finance literature, their operational positions towards CSR are much more 
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proactive than those in Islamic banks. By engaging stakeholders, it creates competitive 
advantage on the market (Harrington, 2008) and also being magnanimous in their actions attracts 
more customer attention (Podnar and Golob, 2007). These aspects are in line with Freeman's 
(1984) value creation for stakeholers. 
Regarding the 'products and services' of Islamic banks, the analysis shows that the majority of 
respondents incline towards negative answer. The financial products are regarded as those which 
are not serving purpose and have no CSR dimension. The Islamic banks have also been criticised 
for facilitating for the high net worth individuals only and neglect the ordinary population which 
have faith in the idea of Islamic banking and finance, however, banks' de-risking eligibility 
criteria does not allow such customers access to the products and services. Services provided by 
Islamic banks are regarded as catering for the needs of few only and some technological 
constraints are seen as an impediment. The respondents from conventional banks have slightly 
different opinions on the products offered, however, regarded them as almost the same across the 
market and mentioned only minor differences which serve as a distinguishing factor in 
customers' decision making on which bank to deal with. The services offered at conventional 
banks are also regarded as positive by the respondents which are reflected through meeting 
customers' expectations and also working beyond and above expectations to fulfil the 
organisational vision and mission. 
Responding to the questions related to the cluster 'emotional appeal' participants from the Islamic 
banks had different opinions. The results show that some believe that the employees of Islamic 
banks buy into their corporate ethos and promote the notion of Islamic banking and finance, 
whereas other think otherwise saying that the staff are generally demotivated and the 
performance is same as in any other business. The findings indicate that the conventional bank 
employees are seen to be motivated depending on their salaries primarily, where the higher 
positioned employees are motivated and the lower position employees are regarded as 
demotivated. The respondents from Islamic banks have different opinions on whether the 
customers of their banks trust them in the way they conduct the business. Some believe that they 
do, whereas other believe that they don't which reflects through a relatively small number of 
their customers. The respondents of conventional banks all agreed that the public and the 
customers do not trust them in the way of operating. 
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The analysis of the component 'workplace environment' shows that the Islamic bank employees 
are awarded based on their performance almost same as in other banks. The analysis also shows 
that, due to the small size of the banks, promotions do not happen very often. On the other hand, 
the respondents from conventional banks think that their reward schemes are unclear and very 
often poor which does not help in terms of motivating staff members. 
The results on 'financial performance' have been divided between wholesale and retail Islamic 
banks, where wholesale banks are seen to perform well whereas the retail bank is seen to 
underperform financially. The current economic and political situation is not regarded as 
something that works in favour of Islamic banks and businesses in general, where only marginal 
growth can be expected. The responses obtained from the conventional bankers indicate that 
their banks are not making significant profit due to the credit crunch issues and the current debts 
associated with it as well as the political situation which brings a lot of uncertainty. 
The views of Islamic bankers on 'vision and leadership' is that the leaders are either incompetent 
or they only fulfil the criteria of competence for the relevant position where their inability to 
adequately lead becomes apparent during their service. In terms of their future vision, the 
respondents were concerned that such future vision is not transparent and often becomes unclear. 
The conventional bankers are also concerned with the competence of their leaders due to the 
enormous amount of changes banks have to go through each time new CEO is appointed. The 
responses regarding the vision are mixed where some believe their vision is very obvious, 
transparent and communicated to all staff members, where others believe otherwise. The findings 
indicate that the differences in communication strategies differ between conventional banks. 
Several ways of monitoring corporate reputation of Islamic banks have been mentioned. Shari'ah 
monitoring is seen as one of the key aspects of having positive reputation among customer base, 
as well as the banks voluntary measures and the marketing/PR initiatives. Conventional banks 
see their reputation monitoring through the customer review surveys and social media 
monitoring.  
Some of the future challenges of Islamic banking industry in the UK have also been mentioned 
by the respondents. These are primarily its sustainability, which is interrelated with other aspects 
such as attracting more customers as well as winning bank over the Muslim customers' thoughts 
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and opinions. Likewise, the results also indicate that the future challenge of conventional banks 
will be to attract more customers who are regarded as savvy nowadays, as well as to counter 
fraud, especially cyber crime conducted electronically. 
Due to the complexities of corporate reputation, there has been a very limited literature on the 
actual corporate reputation measurement scales. An attempt to develop such measurement scale 
applicable to Islamic financial institutions has been made by Almahy et. al (2016) where the 
attitude and perceptions of the respondents were taken as a base for further analysis. Using the 
principal component analysis, the tested measurement tool showed high Cronbach alpha 
reliability score, hence there are several shortcomings of the proposed model: a) a single 
stakeholder approach is taken to measure validity of the model. In addition, only certain aspects 
of the model are tested for validity which queries the outcome of the whole process of 
developing a measurement scale; b) the factor analysis is used to summarise the data and to 
group the clusters for better understanding, hence the paper does not outline newly grouped 
clusters of corporate reputation measurement; c) the questionnaire survey contained a number of 
statements (positive and negative) ranked on the Likert scale with a neutral answer, which many 
respondents chose due to either reluctance to provide with an accurate answer or unfamiliarity. 
Unlike the study of Almahy et. al (2016), this research provides with the comprehensive insight 












AN INTERPRETITIVE DISCUSSION AND CONTEXTUALISATION OF THE 
FINDINGS 
7.1 Introduction 
This chapter presents an interpretative discussion of the findings obtained from the Chapters 5 
and 6, through hermeneutical analysis and contextualising findings within the area of corporate 
reputation in Islamic banking and finance. The aim of this chapter is also to expand the literature 
within the relevant body of knowledge. The chapter presents the findings in light of the literature 
reviewed in Chapters 2 and 3 and identifies contributions to the research area. 
7.2 The thematic discussion of findings 
The findings from Chapter 5 and Chapter 6 are somewhat different in terms of how the internal 
and external stakeholders perceive their banks through the reputational quotient clusters. In order 
to contextualise the findings and develop better understanding of the analysed data, this chapter 
aims to merge the findings from Chapter 5 and Chapter 6 and discuss them in a more 
incorporative style. 
7.2.1 Discussion on the corporate social responsibility of the UK banks 
The results from the questionnaire survey indicate that a large proportion of respondents who 
mainly use conventional banks for their day to day banking (see Table 5.1), have been with their 
banks between 4 and 6 years. The vast majority of respondents are between the age groups of 21-
30 and 31-40 (see Table 5.1) which is understandable given than the sampled population is from 
the Muslim societies in UK universities. These findings indicate consistency with the interview 
results (see Table 6.7) where the majority of respondents believe that the Muslim population 
does not show a high level of loyalty to Islamic banks. The results also reveal that the respondent 
base is mainly Asian British and Arab, with a higher level of education (see Table 5.2).  
The findings related to the corporate social responsibility indicate that Muslim customers regard 
their banks as socially responsible institutions (see Table 5.3 and 5.4). The results show that 
58.1% believe that their banks 'integrate volunteering actions' where 42% agreed to the lowest 
degree, 59.1% are of the opinion that their banks 'incorporate environmental legislation' out of 
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which 41.5% agreed to the lowest degree. Similarly, respondents are of the opinions that their 
banks are also good in terms of their financial inclusion for the community and listening to their 
customer demands and needs. In particular, the results indicate that the customers of Islamic 
banks have much higher regard to their banks in terms of their contributions toward good causes 
(see Table 5.4). Variables such as 'Ethnicity' and 'Highest education achieved' are found to be 
significant in relation to the statements from the CSR cluster where lower degree levels were 
achieved, such as 'A-levels', 'certificate' and 'diploma', have an impact on results as being found 
to have regarded their banks more positively than other educational level groups. Consequently, 
it can be argued that other (higher) educational levels among respondents are more critical about 
their banks and did not hold them in such high regard as the latter groups (see Table 5.14 and 
Table 5.15). Also, the ethnicity of respondents seemed to have significance with the questions 
related to CSR, particularly with those relating to 'treating customers equally and fairly'. The 
surprising results reveal that the customer ethnic groups 'Black', 'Arab', 'Mixed' and 'Other' did 
not regard their banks highly in this matter which sends quite worrying results (see Table 5.15). 
This indicate that the customer service employees in the UK banks are not treating customers 
fairly and equally, which is against the ethos and mission statements of all of the banks. As part 
of the literature review (see section 2.2.1) one of the maqasid is equality which does not appear 
to be found in the UK banks to the expected degree which is denoted in the corporate mission 
statement. These results relate mainly to the conventional banks as the vast majority of 
respondents are customers of these banks. In view of this, the UK banks both Islamic and 
conventional, must adopt more advanced measures and techniques in monitoring their customer 
services, especially actions and the approach of the front-facing staff members in order to 
provide a better and equal service to all customers.  
The results from the semi-structured interviews indicate that the practice of CSR may not be very 
well implemented by either the Islamic or conventional banks in the UK. Some of the Islamic 
bankers, however, did regard Islamic banks as socially responsible institutions and linked their 
existence to the notion of CSR (see Table 6.2.2). They further explained that the provision of 
halal financial products on the market is a positive act for Muslim as well as for non-Muslim 
customers as it protects society from harmful matters which generally lead to making the wealthy 
wealthier and those who are less fortunate even more deprived. The respondents believe that 
more and more customers and prospects believe that Islamic banking and finance is more ethical 
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than conventional. Another respondent is also of the opinion that no harmful activity is done by 
the Islamic banks and they provide and promote only what is beneficial to the society such as 
looking after employees and the environment (see Table 6.2.1). While some bankers have 
positive thoughts, others believe that the Islamic banks are lacking implementation of CSR in 
their activities (see Table 6.2) and have a clear practical deficiency. They also believe that the 
banks are currently more commercially oriented and do not act as when they first started where 
more social-related actions were present. It has to stay clear that the Islamic banks as any other 
business entities are on the market to generate revenue and maximise their profit within the 
boundaries of what is legal and ethical. However, the Islamic banks are criticised for creating 
imbalance between generated revenue and their social responsibility, which may be too strict 
knowing that the one and only retail Islamic bank in the UK has only recently started to make 
profit after a decade of making a continuous loss. Nevertheless, the wholesale Islamic banks in 
the UK may have this connotation of such imbalance since most of them are originally Gulf-
based and may not be as much involved in CSR activities in the UK. 
Conventional bankers consider their banks as socially responsible institutions where they believe 
that their activities are designed as such. The CSR activities, according to the respondents, 
reflects through their more rigorous affordability screening of the ability of customers to take 
certain financial products. Their engagement with local communities and providing voluntary 
education to students is part of the PR strategies for the banks which the respondents believe is 
successful. The responses reveal that the conventional banks are oriented towards environmental 
protection which is consistent with the results obtained through questionnaire surveys (see 
Tables 5.3 and 5.4). Their CSR activities are also reflected through provision of the best possible 
and the most suitable financial products to their clients. In comparison to the Islamic banks 
practices where the eligibility criteria for borrowing is seen as very tough and categorised as de-
risking, conventional banks have easier criteria for their customers to access required financial 
products. Following the theoretical perspective of the research where Hillenbrand et. al (2012) 




7.2.2 Discussion on the products and services 
An exploration into the products and services offered by UK Islamic banks indicate that quite lot 
of improvement is required. This is apparent from the findings in Table 5.20 where the lowest 
mean rank is achieved for the group categories whose Islamic banks were main banks. This 
further implies that all tables from the category 'products and services' (see section 5.2.3) relate 
to the customers who had conventional banks as their main bank and therefore suggest that the 
Muslim customers of conventional banks enjoy better, more advanced and reliable services than 
those in Islamic banks. As such, respondents are generally content with the efficient time spent 
in getting funds borrowed from their banks, internet and mobile phone applications and services, 
dealing with enquiries, receiving updates on new products and services. Highest level of 
education, as a variable, has been found to be significant in relation to various statements of the 
section 5.2.3. In particular, respondents across the category highly regarded that their banks 
provided excellent mobile banking facilities, which is reflected in a very high mean rank (see 
Table 5.19). It is also interesting finding that the longevity with the bank makes an impact on the 
overall perception on the products and services of certain banks. In that regard, respondents who 
remained longer with their banks have positive regards in relation to the variety of credit/debit 
cards offered (see Table 5.20).  
In detailing the discussion on the perception analysis of the respondents related to the aspect of 
products and services, the findings seem to indicate that the products and services of Islamic 
banks do not serve the purpose as much as they should (see Table 6.3). Despite a single opinion 
from IB1-SenMgr who thinks that the products of Islamic banks serve the purpose, however, 
their products are a replica of those from their conventional counterparts, other respondents have 
stronger beliefs that Islamic bank products do not serve the purpose. A number of respondents 
believe that their products are increasingly competitive and, due to the fact that Islamic banking 
is a niche market and has a relatively low number of supporters and customers, they believe that 
their products do not serve the purpose. Furthermore, the Islamic banks have been criticised for 
not having a CSR dimension in their products and services and this criticism has validity since 
the banks had a different CSR approach previously. Such occurrences can be linked to the fact 
that globally there is less demand for Islamic banks and their products in the market where the 
rate of growth has significantly decreased. It can be argued that Islamic banks' products are less 
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favourable as they appear to be no different than conventional products, whereas the only 
difference which customers see is the premium paid upon the end of financial period, for 
instance. As such, Islamic banks' products certainly require more engineering and development 
where the elements of profitability as well as the social responsibility will be tailored throughout. 
Such products would be easily identified and would also stand out among others on the market. 
Another critique of the bankers from Islamic banking and finance industry is that Islamic banks 
currently facilitate for high net worth individuals and their businesses and neglect the ordinary 
public, to which IBs should in fact pay more attention and attract them through their products 
and services. However, products of Islamic banks are tailored in such way that they appear to be 
the same as other banks' products. It must not be neglected that Islamic banks have limited 'room' 
to engineer their products which have to be within the boundaries of FCA regulations. 
Nonetheless, this should not prevent the relevant departments of Islamic banks to develop 
products which will show a social dimension being profitable at the same time, hence this is not 
the case. The researcher has been involved in a relatively limited capacity with one of the UK 
Islamic banks and has noticed the lack of innovation. This is also connected to the response on 
whether Islamic banks offer good customer service, where the focused code 1 (see Table 6.4) 
states unrealistic expectations from the banks where the customers will only compare it to the 
best on the market. This could be classified as a valid point to compare the level of services with 
other banks on the market as the customer base has become very savvy nowadays. Based on the 
findings obtained from both chapters, it can be concluded that Islamic banks have a lower level 
of service offered which is due to several factors: a) Islamic banking is a niche market which 
does not allow large investments in services (especially electronic); b) staff members may not 
'live' their corporate ethos and promote their banking enough though their interaction with the 
stakeholders; c) unattractive products which are replicated products from the conventional 
banking industry.  
Further investigation on the responses from the conventional bankers, it can be concluded that 
their products are almost the same across the business network. The conventional bank products 
range from different types of accounts, hence the only difference among their products are minor 
divergences in interest rates. The issue which conventional, as well as Islamic banks, are facing 
currently is the low interest rate set by the Bank of England which does not allow high profits on 
customer investments. The only difference noticed and pointed out is the level of service among 
165 
 
these banks as some tend to pay more attention to certain aspects of customer service than others. 
Despite all banks' corporate mission and vision and their 'customer first' approach, differences 
exist and this is where the conventional banks compete over the customers. In that respect, 
general findings indicate that conventional banks have good customer services which is 
confirmed by both respondents from the semi-structured interviews (see Table 7.3) and the 
questionnaire surveys (see Table 5.5). The results indicate that customer expectations are usually 
met, complaints procedures are effective and prompt as well as the willingness of staff members 
to go the extra mile to enhance the customer experience.  
The research also attempted to find out what the respondents consider as an important but 
missing factor in improving customer service in their banks. The findings indicate that Islamic 
banks need to pay a little more attention on the recruitment process (see Table 6.5) and hire those 
employees who strongly believe in the notion of Islamic finance and are willing to promote it. 
Corporate culture has also been found to be lacking clarity and effectiveness in many spheres of 
business processes. Internal processes need more attention as well as the equalisation of the level 
of services provided across the business, as the Islamic banks are criticised for catering for high 
net worth customers only. Nevertheless, the fact that the Islamic banks in the UK are much 
smaller than their conventional counterparts where the central and the foremost issue of capital 
impacts a bank's performance of all facets of corporate reputation, it may be said that they are 
doing well, although not yet seen as competitive. The findings from the conventional bank 
respondents, on the other hand, indicate that the internal processes may not demonstrate an 
expected level of accuracy which jeopardises the efficiency and effectiveness of banking 
practice. 
Interest rate has also been pointed out as one of the factors in improving customer service since 
the customers require a higher return on their investments, which is impossible to achieve in the 
current low interest rate environment.  
7.2.3 Discussion on the emotional appeal 
The research also attempted to find out how key constituents (or customers) of the banks feel 
about their banks. Several aspects within the cluster of 'emotional appeal' have been included in 
the questionnaire as well as in the semi-structured interview questions. The responses related to 
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the questions on financial performance, the sole Islamic bank customers responded that they trust 
their bank in how the business is conducted (see Table 5.26). The findings also indicate that the 
customer base whose main bank was Islamic but who also had bank accounts in conventional 
banks, have less trust in their main bank, which is also justified by their actions of having 
accounts elsewhere. In relation to the same question, the findings indicate that, despite 
significant differences in the answers, there is no sequence which may indicate that either lower 
or higher educational levels conform to the statement. However, it may be argued that the 
respondents who had spent more time with their banks trust their banks more than the others (see 
Table 5.27). Further results demonstrate that male customers 'admire and respect the way their 
banks operate' more than the female customers (see Table 5.25).  
Moreover, the findings also indicate that the internal stakeholders of Islamic banks may not be 
motivated enough to provide good customer service, primarily because their salaries are lower 
than in other banks on the market. However, some employees are found to live the corporate 
culture of their Islamic bank which triggers motivation (see Table 6.6), hence it is believed that 
the majority do not have the motivational factor due to the change to corporate culture by the 
banks which seems to be commercially driven with a very little attention to the social factors, 
internally and externally. A number of employees have left the Islamic banks due to lower 
salaries in comparison to other banks on the market, which lays an unnecessary burden on the 
banks in terms of recruitment and the training process. Once an employee passes all required 
training and personal developments in the Islamic bank, he/she is much more marketable to other 
banks having all the experience and knowledge gained. Employees leave for many reasons, 
however, the lower salary is the main factor. It is, therefore, recommended that Islamic banks 
need to go further in their profit margin by increasing their employees' salaries as the first course 
of action in retaining their employees and enhancing their motivation to perform well. While this 
action may reduce the  overall revenue of the banks in the short term, the immediate effect of this 
is an increase in employee motivation and willingness the perform, go above and beyond the 
minimum in their work, which will in a longer term bring more customers and consequently 
generate greater revenue. The Islamic banks are historically seen to offer lower salaries to their 
employees where the motivation of their employees is at stake. On the other hand, conventional 
banks seem to have the same issue as Islamic banks where ordinary employees seem to be 
demotivated due to low salaries, however, their salaries are somewhat higher than the salaries of 
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ordinary employees in Islamic banks. The results confirmed that senior employees enjoy high 
salaries and are considered to be motivated and as such, buy into the corporate culture of the 
bank. Notwithstanding the salaries issue, which may be the case in every business entity, the 
findings reveal that the employees of conventional banks are also concerned about the workplace 
environment which may 'accept' or 'reject' a person depending on their own abilities to mix 
together with others and, most importantly, to please their line managers and acquire their 
sympathy. If this is not the case, the workplace environment may not be the place where an 
employee would remain and therefore, would look for an alternative. The findings indicate that, 
unlike in conventional banks, Islamic banks do not find so many of these issues and, also from 
the personal experience of the researcher, Islamic banks ensure that their employees feel 
accepted and part of the team and also aim to strengthen personal relations with each other, 
regardless of the job position. 
Furthermore, the results indicate that the majority of respondents, who were all Muslims, did not 
trust Islamic banks in the way they conduct their business (see Table 6.7), which is reflected in a 
very small number of customers as well. With approximately 3.5 million Muslims in the UK and 
at least 1 million bankable individuals, Islamic banks number their customers as approximately 
200,000 which may be due to several reasons such as weaker facilities and services than in the 
conventional banks, lack of understanding and unfamiliarity with the Islamic banking and 
finance, as well as unreachability constraints. The customer base of Islamic banks are generally 
familiar with their constraints and they do understand the limitations and are being patient and 
remain banking with them. There have been some improvements in retail banking since the 
acquisition was undertaken in 2014 which resulted in a larger number of customers being 
attracted. IB3-CplMgr mentioned that an increase in non-Muslim customers has been noticed 
since the acquisition. The same question was asked of the participants from conventional banks, 
the sole focused code is that customers do not trust their banks so much especially not after the 
credit crunch 10 years ago. Customers rather tend to make a good relationship with a member of 
staff who they expect to tell them what the best solution is for their enquiries. The overall, 
discussion on the emotional appeal cluster reveals that, despite the lower number of customers 
and the relatively small number of Muslims who bank with an Islamic bank, the customers of 




7.2.4 Discussion on workplace environment 
In terms of customer perceptions on the workplace environment of the banks, the findings 
indicate that the customers of Islamic banks believe that their banks reward their employees well, 
based on the level of service they provide (see Table 5.28). This may be contradictory to the 
findings from the interviews as previously mentioned where the internal stakeholders believe that 
the employees of Islamic banks are not rewarded as much as their counterparts and as such their 
motivation is affected and reflects in a lower level of customer service. However, it should be 
noted that the respondents who are sole customers of Islamic banks are loyal and do understand 
their limitations and shortcomings, therefore, their answers may not accurately reflect the reality. 
Nevertheless, the high mean score proves that customers of Islamic banks receive the expected 
level of attention and are provided with good customer service, unlike in the conventional banks 
where the customers are considered as numbers only, which is proven by a very low mean score.  
Furthermore, the findings also prove that the workplace environment in Islamic banks is positive 
and friendly (see Table 5.29) which is reflected through good customer service. Employee 
continuity in the workplace also gives the impression to Islamic bank customers that that their 
banks provide reasonable job security and stability (see Table 5.31) which is reflected in a very 
high mean score. The findings show that the customers perspective is one-sided and may not be 
aware that due to the size limitations and constraints of the banks, front staff remain at their 
positions for a long time and are unable to progress further. This factor also proves that the 
customers of Islamic banks provide good customer service and that they focus on enhancing 
customer experiences. Customers of conventional banks are also of the opinion that their banks 
provide reasonable job security that is reflected through their employee continuity, which is also 
confirmed with a relatively high mean rank (see Table 5.31). The findings further show that the 
customers of Islamic banks highly regard their employees for buying into the corporate culture 
(see Table 5.32) with a high mean rank. Internal stakeholders believe that that the motivation and 
reward in Islamic banks are the same as in any other business entity, however in practice they 
believe that rewards are much lower and that may affect motivation (see table 6.8). Despite the 
fact that the Islamic banks are small in size and that not enough room exists for promotions (see 
Table 6.9), employees are still providing exceptional customer service and attention to their 
customers (see Table 5.33) which is reflected in a very high mean rank. On the other hand, 
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conventional banks are seen to have less approachable staff members who deal with the 
customers as numbers only and do not pay as much attention as those in Islamic banks (see Table 
5.33), which may be due to the poor rewards and generally not buying into the corporate ethos 
(see Table 7.7). In addition, it is found that even in conventional banks less opportunities for 
promotion exists due to the fact that banks are now reducing the number of their staff members 
and more redundancies occur than promotions (see Table 7.8) As such, conventional banks have 
the same problem as Islamic banks in terms of employee dissatisfaction with reward schemes, 
however, Islamic bank employees seem to stay more focused on providing good customer 
service.  
Therefore, it is suggested that in the future the officials and executives of the Islamic banks pay 
more attention to staff motivation and rewards, especially in the promotion of ethical values 
which are embedded in Islamic banking and finance. Despite the fact that they are providing 
generally good customer service and enjoying a friendly and warm workplace environment, 
better market conditions may result in a threat to the internal operations of the Islamic banks 
where employees may turn more savvy and start changing their employers. This may be one of 
the associated risks. 
7.2.5 Discussion on financial performance 
In further examining participant perceptions regarding the financial performance of their banks, 
the findings indicate that the customers of hold in  high regard the  financial performance of the  
Islamic banks (see Table 5.34) which is a valid point as the retail Islamic bank made a record 
profit with increase of 700% in 2015. The findings also show that customers believe that their 
banks pay them a high return on their deposits (see Table 5.35) which may be misleading since 
all banks, including the conventional banks, do not offer high return on deposits due to the 
current low interest rate situation. In that regards, the respondents whose main banks were 
conventional, responded in a more realistic manner which may be seen from the mean ranks. 
According to these findings, it can be inferred that the customers of Islamic banks are aware of 
the profitability of their banks and were also pleased with the return rate on their 
savings/investments, whereas the respondents whose main banks were conventional also regard 
their banks as leading on the market, however, are less satisfied with the profit rate. This may 
now be further argued from the Islamic finance point of view and the prohibition of riba gained 
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from the interest at conventional banks, however, the results only reflect the opinions of 
participants, not necessarily their actions, as it is presumed that no participant has taken part in 
the non-permissible activity of financial gain. In line with the above, empirical literature on 
stakeholder theory and value creation suggests that the most important and obvious evaluation of 
the value creation from a bank is reflected through its financial gains (Hillman and Keim, 2001; 
Choi and Wang, 2009), however, not necessarily the dimension of financial gain can reflect what 
kind of value stakeholders are looking for. There is also a dimension of stakeholders perception 
in terms of the feeling when they achieve utility of a bank, be it tangible or intangible (Harrison 
& Wicks, 2013). Furthermore, offering new facilities and expanding business in general is 
regarded as a positive sign of financial performance and the findings indicate that the 
respondents from Islamic banks conform to such statements (see Table 5.37) which is confirmed 
by a relatively high rank. The findings suggest that customers from conventional banks seem to 
regard their banks as opening new branches and offering the additional facilities more than the 
customers whose main banks were Islamic. Therefore, through the cluster of financial 
performance, it can be inferred that the opinions are diversified among the customer base of both 
Islamic and conventional banks, hence it may not necessarily lead to the conclusion that their 
opinions are reflections of their experiences.  
The internal stakeholders of Islamic banks have confirmed the reality of profitability (see Table 
6.10) where they believe that the wholesale banks perform very well, while the retail Islamic 
bank had a long history of underperformance, which has started to recover recently. The findings 
further indicate that the conventional banks in the UK are not performing to their expectations 
(see Table 6.9) which is due to the huge debt taken from the government during the financial 
crisis. It can be concluded therefore that the Islamic banks have a brighter financial future as not 
being constrained by the debt which their counterparts are limited with.  
Moreover, the current political and financial situation is found to make a huge impact on the 
profitability of the Islamic banks (see Table 6.11) where the low interest rate environment does 
not allow high profit gains. Nevertheless, it can be inferred that the retail Islamic bank may still 
achieve significant profitability due to the increased interest in commercial property finance from 
the GCC region. This has been confirmed in the profits made in 2015, hence this could lead to 
the greater polarisation of the customer base where the threat is that the retail Islamic bank may 
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turn commercial only and neglect other ordinary customers. Therefore, the political situation is 
also an important aspect in  the future prospects of the banks as a single legislation, due to the 
globally unstable political and security situation, this may hinder  the plans of the banks and have 
a negative impact on profitability. Therefore, the recommendation for the Islamic banks in the 
UK would be, while successfully attracting investments from overseas, more accent should be 
made in attracting customers from the local population as well, not as a contingency plan, but as 
a critical element. 
On the other hand, findings indicate that the respondents from the conventional banking industry 
are also concerned with the current political situation in the UK as suggests much future  
uncertainty. Different governmental measures put in place have an impact on the bank 
profitability.  
7.2.6 Discussions on vision and leadership 
In exploring the last component of the reputation quotient, the findings indicate that the 
leadership of Islamic banks is highly regarded from the sampled external stakeholder group (see 
Table 5.39) which further implies that the customers are content about the way in which Islamic 
banks are managed and led. In further examination of the characteristic of 'leadership', the 
findings suggest that the leaders of Islamic banks fulfil the criteria of competence, hence the 
regulatory constraints may hinder  manifestation of their competence. The early leadership of 
Islamic banks is regarded as highly incompetent and something that held back the progress and 
development (see Table 6.12). The financial crisis is seen as having offered a chance to attract 
more customers and to offer an alternative banking option to society, but this chance was not so 
effectively captured which also put the aspect of competent leadership under question. The 
aspect of leadership at conventional banks is also examined and the findings suggest that the 
main leadership related issue in the conventional banking industry is the often modification of 
vision and goals, triggered by constant changes of top leadership and management (see Table 
7.11). The changes are seen as dissatisfactory and destructive by the ordinary staff members who 
implement such changes, which are described as effective only for short periods of time.  
The element of 'vision' is also explored in light of the opinions of both internal and external 
stakeholder groups, and the findings indicate that the external stakeholders of Islamic banks 
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consider their banks to have a clear vision for developing new products and services responding 
to modern needs (see Table 5.40). The customers regard their banks' vision for such 
developments and it can be said that the customer base of Islamic banks are satisfied with the 
products offered. The findings indicate that the internal stakeholders are opposite to the opinions 
of the external stakeholders where the element of vision is not seen as clear and something that 
the leaders and executives of the Islamic banks honour (see Table 6.13) due to the huge amount 
of influence from foreign shareholders as well as the fact that the Islamic banks are becoming 
increasingly conventional. On the other hand, the findings reveal that the customers of 
conventional banks have lower expectations than those from Islamic banks in terms of the future 
vision of the banks (see Table 5.40), which can be explained not only by limited financial 
products offered, but also by facilities available. The results of the semi-structured interviews 
(see Table 7.12) reveal that the vision is not always so clear even though the goals are set and 
communicated internally. Therefore it can be concluded that the vision and values need more 
specific mapping or a plan detailing how to effectively achieve future goals, whereas the current 
communication of the vision of the banks may not be the best course of action. The 
recommendations are applicable to both Islamic and conventional banks where the manifestation 
of vision is considered as lacking. 
7.2.7 Discussion on the practices of monitoring corporate reputation 
In regards to monitoring reputation and the steps which Islamic banks in the UK take in order to 
stay recognised in the market, the findings reveal that meeting regulatory requirements are an  
important aspect. Meeting such requirements and regulations is obligatory by law, however, 
more specific details of monitoring reputation cannot be acquired from this answer. The findings 
suggest that there is a need for better and more rigorous Shari'ah monitoring and governance (see 
Table 6.14), since the Shari'ah ruling on Islamic financial products may propose differing views 
from multiple scholars and therefore may jeopardise the overall profitability of the banks due to 
rejections and an aversion of a certain group of Muslim customers towards a bank or a financial 
product. Such differences in opinions are one of the challenges which Islamic banks will have to 
face and deal with in future. Moreover, the findings reveal that Islamic banks closely monitor 
customer feedback, and conduct regular market research as part of their 'voluntary measures' in 
monitoring reputation and staying recognised on the market. Marketing and PR initiatives are 
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also important factors which Islamic banks adhere to and practice within their capacity. 
Furthermore, the results indicate that, similarly, conventional banks apply their techniques in 
monitoring reputation where customer feedback is regarded as one of the main source of 
acquiring the real information of how a bank is being perceived. In addition, the findings also 
indicate that social media offers important tools for monitoring corporate reputation on a larger 
scale, which conventional banks largely use in their operations, as the wider community has an 
impact on what they think of a bank. As such, feedback from  social media may also be triggered 
by some sort of event, either positive or negative, which may affect banks. These tools are also 
effective and powerful in monitoring reputation and can be linked with stakeholder theory 
(Freeman, 1984) which declares that the stakeholders are all constituents which may affect or be 
affected by the actions of certain companies.  
Therefore, the findings indicate that the differences in monitoring corporate reputation between 
Islamic and conventional banks are rather slim, with the only difference being that of Shari'ah 
governance and monitoring, which is considered as a social risk which may further lead to 
undesirable consequences. As such, issues are likely to put the Islamic banks in a disadvantaged 
position in terms of legitimacy risk. Nevertheless, the practices indicate that a narrow approach is 
taken by Islamic banks, whereas more a maqasidi approach should determine (see section 2.1.2) 
the legitimacy of the banks. 
7.2.8 Discussions on future challenges 
The participants were also asked about their opinions on future challenges. The findings indicate 
that one of the greatest challenges of Islamic banking industry will be to attract more customers. 
Being a niche market, Islamic banking and finance will need to find a way to streamline its 
operations, to offer attractive products and services which would cater for all and not only the 
high net worth customers. The existing Shari'ah regulatory issues are another set of challenges 
where scholars will agree or disagree with the rulings on Islamic financial products. Another 
challenge is the current situation where anything associated with the word 'Islamic' is often 
rejected by wider public. In such a climate, the challenge will be to attract more clients from the 
wider public.  
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Moreover, banking and finance regulations for Islamic banks in the UK are the same as for their 
counterparts and, therefore, there may no longer be any significant impediments. The issue is 
whether the Islamic banks are doing something different to stand out among other banks so it can 
be recognised by the public. Since the Islamic banks have been on the market for some time 
now, the issues are whether they captured enough attention from the public during important, and 
critical times.  
 Furthermore and in addition to this, a challenge for the Islamic banks would be sustainability 
(see Table 6.15) and winning back the Muslim population, which is also interrelated with the 
current low rate of growth.  
The power of capital needs to be echoed when the sustainability of Islamic banks is mentioned. It 
should be noted that, according to the latest available data from the London Stock Exchange, the 
total assets of the Islamic banking industry in the UK were £3.4 billion (The City UK, 2015), 
whereas the assets of 'big four' collectively were £3.6 trillion (The Statistics Portal, 2015). With 
such limited capital, it would be unrealistic to expect Islamic banks to compete with their 
conventional counterparts in terms of technology and other aspects, however, they perhaps 
would need to invest more in reaching out and promoting alternative, ethical ways of financing. 
In this regard, the results indicate that a very limited proportion of the Muslim population, which 
is minority anyway, are customers of Islamic banks (see Table 5.1). Reaching out and attracting 
more customers, both Muslim and non-Muslim is another challenge.  
On the other hand, conventional banks are also concerned with the retention of their customers, 
cyber crime and other types of fraud, as well as the lack of innovation and the development of 
other products and services (see Table 7.14). This may be also an opportunity for Islamic banks 
to come up with innovative ways of financing that could be at the same time attractive to all, 
Muslims and non-Muslims alike. As such, this would promote socially oriented and ethical 
banking and finance which the population could recognise and express their trust in it. 
7.3 Conclusion 
This chapter attempted to merge and further discuss findings from the previous empirical 
chapters with a further aim of integrating and better understanding the concept of corporate 
reputation in Islamic banks. Although the Islamic banking market in the UK is  niche and small 
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compared to the conventional financial market, the findings indicate that the respondents who 
were sole customers of Islamic banks highly regard their contributions to the betterment of the 
society and express their loyalty in various ways. The Islamic banks in the UK are found to 
reserve a high level of trust from within their customer base and it is certainly higher than those 
of conventional banks. However, it should be noted that the sample is generally small as it 
represents 14.6% of the customers having an Islamic bank as their main option (see Table 5.1).  
The results of examination of the attitude of Islamic and conventional banks towards their 
reputation supports that the internal operations and affairs in both types of banks are different to 
what the external stakeholders assume, hence, indicating greater exposure to reputational risk.  
Therefore, by applying the conventional measurement tool for corporate reputation, this research 
offers a new perspective in comparative exploration of the phenomenon in both Islamic and 
conventional banks. The customer preference of selection as well as the willingness to remain 
with an Islamic banks despite their limitations and somewhat incomparable facilities to their 
counterparts, is solely determined by the religious factor, loyalty and strong belief in the notion 
of Islamic banking and finance. 
Overall, this study contributes to the literature in Islamic banking as it attempted to explore the 
issues related to the corporate reputation as one of the most important intangible assets of a 
company. The research is significant as it attempted to comparatively explore the concept and 
provide with an overview of the internal affairs at both Islamic and conventional banks which 
may require improvement in order to attract more customers and consequently enhance its 
corporate reputation. The Reputation Quotient as a measurement tool has been utilised which is 
yet another significant characteristic of the current research, since no previous study attempted to 
do so. A number of indices are available to measure religiosity and 'Islamicity' in Islamic banks 
(see section 3) on one hand and corporate reputation in conventional banks on the other, hence 
no attempt has been made to utilise single measurement tool in exploring corporate reputation 
comparatively through both qualitative and quantitative tools. 
This chapter should conclude with a revisit to the objectives and to state whether they have been 
met. A further critique is that greater use could have been made of the interview material to give 






This chapter provides an overview of the research project, where the aims, objectives and 
research questions are outlined, the data collection process as well as the analysis and discussion. 
This chapter also focuses on linking the findings with the research questions. It also suggests 
recommendations in further expanding the relevant body of literature and makes 
recommendations for Islamic banks and on which aspects of corporate reputation require further 
emphasis. 
8.2 Research overview 
The motivation of the research lies within the researcher's own assumptions based on personal 
experiences to investigate the practices of Islamic banks in maintaining and monitoring corporate 
reputation. As such, the research aims to investigate what the key constituents of Islamic banks 
think of their banks in light of the six clusters/themes derived from the reputation quotient. In 
addition, the sampled population consisted of those associated with conventional banks from 
where elicited opinions were comparatively analysed. 
In order to achieve the aim of the research and also to answer the research questions, a 
questionnaire survey and semi-structured interviews were utilised as a data collection tools. It 
was found that the customers of Islamic banks highly regard their banks for providing good 
customer service as a main aspect of corporate image. It was also found that the customers of 
Islamic banks are content in the way their banks operate, which leads to increased loyalty and 
emotional appeal. The findings indicate that the Muslim customers of conventional banks are 
less content about their banks, however, they are found to regards their banks highly in terms of 
the facilities offered. It is also found, in both Islamic and conventional banks, that there are 
discrepancies between the internal reality and the thoughts and opinions of the customers, which 
may pose a significant threat to their reputations. This is especially applicable to Islamic banks as 
they need to pay attention to other regulations such as Shari'ah governance, which distinguishes 
them from the conventional banks. 
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Therefore, this research recommends that Islamic banks need to closely monitor their reputation 
and further enhance their internal affairs such as operations and management. It is worth 
mentioning that the UK banks are doing their best in terms of the attracting and retaining 
customers, hence the issues which are of the regulatory nature, seem to hinder productivity and 
jeopardise business development.  
8.3 Summary of the results 
Following the results and findings from the Chapter 7, multiple areas of development are 
required by Islamic banks to maintain and enhance their reputation. This section outlines all 
clusters of corporate reputation as discussed in the preceding chapters and also reflects on the 
research questions. 
The theoretical framework used in this research is outlined in Chapter 1 where the reputation 
quotient (Fombrun, 1996) is used to explore the practices, attitudes, beliefs and expectations of 
internal and external stakeholders. Chapter 2 reviewed the literature related to the theories that 
are associated with the matter under investigation. The reviewed theories were legitimacy theory, 
shareholder theory, institutional theory, resource-based view theory, signaling theory and 
stakeholder theory. It has been concluded that stakeholder theory is the most applicable to this 
project (Freeman, 1984). The theory focuses on value creation for stakeholders, which can be 
manifested through corporate social responsibility practices of Islamic banks, emotional appeal, 
providing satisfactory conditions for employees in the workplace, offering products and services 
which will create satisfaction and emotional value creation with the external stakeholders. All of 
these components added to which the complexity of tackling corporate reputation in financial 
institutions through multiple stakeholder approach, contributed to the choice of stakeholder 
theory being utilised in this research. The conducted research confirms that stakeholder theory is 
a useful tool in developing the research related to the investigation of corporate reputation 
through multiple groups of stakeholders. The theory also contributed towards achieving 
triangulation of the research, which is yet another contribution to the body of knowledge.  
Furthermore, Chapter 2 also outlined the most prominently used measurement tools and 
techniques for corporate reputation. In response to research question 2, it should be noted that the 
multiple tools reviewed are contributing to the measurements of CR in many ways, hence they 
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cannot be effectively utilised in the comparative study between Islamic and conventional bank. 
This also applies to the measurement tools outlined in Chapter 3. Therefore, the researcher 
decided to use the widely accepted measurement tool and apply it into the context of monitoring 
and further exploring corporate reputation for both Islamic and conventional banks. The utilised 
tool has assisted in achieving the aim of the study to a large extent where only the component of 
financial performance may not have been communicated well in terms of exploring stakeholder 
opinions and beliefs. Nevertheless, this may be considered as one of the shortcomings of this 
thesis and offers an area for future development where the secondary data could be used in 
exploring the financial segment. All other aspects of the reputation quotient (corporate social 
responsibility, products and services, emotional appeal, workplace environment and vision and 
leadership) have been well communicated through the questionnaire survey and reflected upon 
so the responses provided meaningful insight into the reality of opinions from the external 
stakeholders. 
Moreover, the findings indicate that the Islamic banks in the UK are concerned about their 
reputation and they implement different tactics and techniques to monitor their reputation. The 
findings indicate that the Islamic banks in the UK are risk-averse and as such they tend not to 
bear any risk when entering into a contract with their client. This is seen as having a negative 
impact on reputation from the internal and external perspective, although the customers did not 
indicate such reactions through their responses in the questionnaire survey. As their conventional 
counterparts, Islamic banks in the UK are implementing and practicing a 'customer focus' 
approach where the customer is central to the business. In fact, Islamic banks perform much 
better on the scale of customer services than conventional banks, simply because of the smaller 
number of clients which allow staff members to almost know each and every customer by name 
and establish personal relationships. As such Islamic banks have a much better predisposition to 
develop customer loyalty and consequently to enhance their corporate reputation. However, the 
low number of customers may also be seen as a risk to business and revenue. The measures are 
in place for monitoring corporate reputation such as customer feedback survey as the main 
source for monitoring external opinions, whereas no tool has been discovered to exist to monitor 
internal stakeholder satisfaction and motivation. This is one of the shortcomings of Islamic 
banking practice which clearly needs addressing, since the findings indicate that the level of 
demotivation is in increase due to generally lower salaries than in the market and where no 
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opportunity exists for career advancement. This aspect is an evaluation of the findings in relation 
to research question 3. 
Further in examining the corporate reputation of Islamic banks in the UK, it has been found that 
external stakeholders generally have positive opinions of their banks, however, the reality may 
not be as it seems where the findings from semi-structured interviews complemented those of 
questionnaire survey and provided with some sort of contrast and divergence from each other. 
The internal stakeholders have the internal insight into operations and clearly know better about 
the reality of their banks and, as such, their opinions are of great value to the research. The 
responses relating to corporate social responsibility indicate that the practices are not as before 
due to a switch towards commercial finance from the banks to little acclaim. Without 
considering the religious aspect and observing purely form the western notion of CSR, the 
practices for this RQ component are much better for the conventional than for the Islamic banks. 
Better organisation and a systematic approach towards CSR makes conventional banks better in 
this regard. The customer services aspect, is found to be somewhat similar between banks, hence 
Islamic banks have advantage of making personal relations which gives them an advantage as 
they are more customer-focused. Nevertheless, the facilities and products are found to be better 
in the conventional banks and this is the aspect on which Islamic banks must work in order to 
maintain their existence in the market and stay competitive with facilities, such as advanced 
electronic and telephone banking, from which they are currently in a disadvantageous position. 
Financial performance, again, was not thoroughly investigated as no secondary data in forms of 
financial statements were used in this study, however, from the opinions of the internal and 
external stakeholders, it could be determined that conventional banks are recording marginal 
growth in comparison to the Islamic banks which are seen to make a profit year after year. It is 
also worth mentioning that it is only recently that retail Islamic banking has started to make a 
profit, however, significant one which is clear indication that they perform better than their 
counterparts which are still struggling with debt which is being paid to the government since the 
financial crisis occurred. Therefore, Islamic banks are seen to be in a more advantageous position 
than conventional banks in terms of profitability. The aspect of emotional appeal is also found to 
be similar between banks as the main constraint of employees at both Islamic and conventional 
banks is that the salaries are considered to be insufficient for the workload imposed. 
Nevertheless, the findings indicate that the majority of Islamic bank employees work with a 
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passion to further the idea of Islamic finance and that is seen as one of the motivational factors 
and the reasons why they remain at their workplace despite unsatisfactory salaries.  
In terms of leadership, Islamic banks are regarded as competent by their external stakeholders, 
whereas the internal stakeholders think otherwise. This can be further elaborated since the 
internal stakeholders and the participants from the Islamic banking industry in the UK are more 
familiar with leadership qualities and their manifestation within the boundaries of Islamic 
banking. Their opinions are that the leaders fulfil the criteria of competence, however, the 
competence is not illustrated enough to enhance  the overall stability of the banks and to bond 
with the local community, which is an important aspect in attracting new customers. The element 
of vision is seen to be better communicated in conventional banks than in Islamic, hence in 
Islamic banks vision is something that concerns the top management and rather than the ordinary 
staff, whereas conventional banks emphasise their vision and mission and communicate it well 
among all staff members. Therefore, this aspect is something that has to be paid attention to at 
Islamic banks in their aim to enhance overall corporate reputation. As such, the above mentioned 
elements are in response to the research question 4. 
As a response to the last research question as to what extent Islamic banks in the UK are attached 
to the overall objectives of Islamic law (maqasid), this aspect can be looked at through the lens 
of the corporate reputation quotient which has explored the elements of equality, magnanimity, 
freedom and transparency through the clusters. The findings indicate that Islamic banks in the 
UK are not responding well to the maqsad of magnanimity, which is closely interlinked with the 
concept of CSR and as such they need to develop better strategies and pay more attention to this 
aspect. The maqsad of magnanimity is also manifested in the  attitude of the  banks towards their 
employees, which are regarded as dissatisfied, and therefore one may argue that the Islamic 
banks do not correspond to this maqsad. On the other hand, findings indicated that ethnicity is an 
element which was found to have significance in relation to the level of service received in the 
banks, this sounds worrying and further implies that UK banks may not provide an equal level of 
service to their customers based on their ethnicity. This aspect requires further investigation, 
which, due to constraints, could not be further explored in this research. However, further 
investigation is required in multiple aspects, however, the contribution of this research is that it is 
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a pioneering study in the field investigating corporate reputation in the UK Islamic banking 
industry. 
8.4 Future research 
Notwithstanding the limitations of the research, as outlined in Chapter 4, this research is an 
important source in the field of corporate reputation in Islamic banks, which can serve as a 
means for future research in exploring and comparing multiple social aspects of corporate 
reputation. In particular, this research can be utilised to assess whether the Islamic banks have a 
different approach to corporate reputation from conventional banks and whether they advocate 
moral economy through their actions. 
Multiple aspects have been identified where the research could have been conducted beyond the 
content where, for instance, a secondary data set could have been utilised in order to explore 
aspects of corporate reputation in form of disclosure. Yet, the research scope remained within the 
social constructivist paradigm which entailed exploring opinions of the stakeholders, both 
internal and external. This part, therefore, outlines the aspects which may be explored for future 
studies in order to strengthen the foundations determined in this research. The potential matters 
of further exploration are as follows:  
(i) Research enhancement by incorporating a secondary data set 
The research has been conducted using a primary data set in the form of a questionnaire survey 
and semi-structured interviews. However, the need to incorporate a secondary data set, such as 
annual reports and financial statements, has been identified as the interviewees may not have 
been fully aware of the activities related to information disclosure of their banks and also may 
not have been directly involved in producing such reports. Hence, incorporating published data 
would have been very meaningful within the study framework. 
(ii) Inclusion of non-Muslim stakeholders 
As noted in Chapter 4, the external stakeholder group sampled was solely Muslim as the sample 
was obtained through Muslim societies at UK universities. The sampled chosen was based on 
convenience so the comparison between Islamic and conventional banks illustrates Muslim 
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population standpoints towards their financial providers. Although it may be challenging, but in 
order to enhance the research, it would be worth taking a sample of non-Muslim customers so 
that the findings reflect the real stakeholder comparison. 
(iii) Incorporating additional aspects of corporate reputation 
The research consulted several measurement scales for corporate reputation and also several 
measurement scales for Islamicity and ethicality in Islamic banks, due to the lack of an 
independent measurement scale for CR in Islamic banks. The exploration of the facets of CR in 
the research encompassed the objectives of Islamic banking and finance derived from the Islamic 
finance axioms, hence, these axioms were derived mainly from the perceptions of Ibn Ashur 
(2006) and Al Ghazali (1997). It would be significant to attempt to incorporate perceptions of 
other great scholars, both traditional and contemporary, in developing a platform for 
understanding and measuring corporate reputation. 
(iv) Different data analysis 
The analysis of the data sets was quantitative and interpretive. A non-parametric test was 
conducted to check the significance in differences between responses in order to come up with 
the conclusion. Future research may incorporate different, or parametric tests, to incorporate 
multiple stakeholder perspectives. 
(v) Involving a larger research sample 
The research comprised with a limited number of responses both qualitative and quantitative data 
sets. A larger sample in which both Muslim and non-Muslim stakeholders participate would be 







8.5 Epilogue  
This empirical study aimed to explore the concept of corporate reputation of the banks in order to 
develop criteria for better understanding of the concept. In such attempt, practices and challenges 
for monitoring corporate reputation in both Islamic and conventional banks in the UK were 
explored to further establish which components of corporate reputation each type of the bank 
emphasise more and which are less focused on by their executive teams.  
In achieving the aim of the study, the research examined a number of theories which were 
identified as a potential foundation for investigating the phenomenon of corporate reputation, 
where, among other relevant theories, the stakeholder theory was chosen as the most appropriate 
as directly emphasised on value creation. Furthermore, corporate reputation measurement scales 
were also investigated where the reputation quotient was identified as the one which 
encompassed all components of the social dimensions as it can be derived from the objectives of 
Islamic finance as well as the overall objectives (maqasid). The primary data was gathered in 
forms of questionnaire surveys and semi-structured interviews which assisted in acquiring 
findings that indicate whether the investigated banks adhered to the practices that help them 
enhance their corporate reputation. 
The analysis indicate that both Islamic and conventional banks treat the matters related to 
corporate reputation through various means, mainly through customer service feedback. It has 
been established with the evidence that Islamic banks, despite limited capital and significantly 
smaller size of the banks, pay more attention to their customers which reflects in better corporate 
image. However, it has been found that the internal stakeholder group may not express as much 
satisfaction with their workplace environment as their conventional counterparts. Nevertheless, 
the reputation of Islamic banks have been found to be generally positive, despite the growth 
which was classified as marginal. It should also be mentioned that, according to the findings, 
Islamic banks have better tendency to monitor and evaluate level of corporate reputation through 
various existing means and measures that are underpinned by the maqasid factors. The results 
indicate that Islamic banks do not meet the desired level of adherence to the outlined maqasid 
(Chapter 3), hence it can be argued that the level of stakeholder expectation is fairly higher than 
the banks can achieve in reality. 
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Therefore, taking into consideration aim and the objectives of the research, as well as the 
findings obtained through carefully identified research methodological approach, it can be 
concluded that the study successfully investigated the phenomenon of corporate reputation for 
Islamic financial institutions through the objectives outlined at the beginning of the study. 
8.6 Reflections on the research 
In light of the theoretical approach employed in this study as well as certain findings that 
emerged, this subsection presents reflection on these aspects suggesting what could have been 
achieved if different theoretical approach was utilised. It also reflects on the notion of ethical 
benefits of Islamic banking and how certain findings from this study could be further studied. 
8.6.1 Theoretical reflection 
The stakeholder theory, with its underpinning notion of value creation for stakeholders, had the 
aim to facilitate this research in revealing what kind of value Islamic banks try to create and 
whether the intended value creation differs  from that of conventional counterparts. In this 
attempt, the reflection on utilising this theory can be further evaluated through Friedman and 
Miles's (2006) three-dimensional approaches of normative, instrumental and descriptive views. 
The normative facet of the stakeholder theory aided the research in terms of revealing how 
Islamic banks should operate in relation to their moral and ethical principles which were outlined 
in the literature review chapter where the principles of Islamic finance were extracted from the 
overall objectives of Islamic law. The principles of equality, generosity, freedom and 
transparency are some of the aspects on which the research attempted to shed the light taking 
into account the element of limited capital of Islamic banks in achieving the adherence to all or 
some of these aspects. Despite its focus on moral principles, this facet of the stakeholder theory 
may have not helped in exploring the managerial efforts as much to keep their key stakeholders 
(employees and customers) satisfied which could be regarded as one of the practical 
shortcomings of the theory. The instrumental facet of the stakeholder theory focuses on relational 
management of certain stakeholders with an organisation which further implies that not all 
stakeholder groups are taken into consideration when it comes to strategic planning which is 
believed to enhance financial performance. The current study touches upon this particular 
phenomenon where the findings suggest that Islamic banks focus on the high net worth 
185 
 
customers in their strategic planning and neglect the majority of their customers. In this aspect, 
the stakeholder theory assisted the study to certain extent. Similarly, the descriptive aspect of the 
theory helped in explaining characteristics and corporate behaviour of Islamic banks in relation 
to their stakeholders.  
Retrospectively, stakeholder theory had its drawbacks in the study which is manifested through 
the points of general criticism of the theory. For instance, the theory underwent the idle phase in 
the last decade in terms of its theoretical formulation (Mainardes, et. al, 2011) based on its three 
core aspects as stated above. Perhaps the most significant drawback of the theory in the current 
study is its lack of capacity to explain the processes in Islamic banks and also inability to connect 
internal and external affairs effectively. In that respect, institutional theory would have been 
more suitable to study such phenomenon of Islamic banks especially due to its focus on the 
processes of establishing organisational strategies in which demands of the stakeholders could 
have been taken into account. After the research has been conducted and the findings emerged, it 
becomes apparent that some of the limitations of the study could have been minimised with the 
use of the institutional theory. The concept of reputation is central to the study and hence, it is 
something founded on the collective insight of the elements of organisational image, identity and 
brand which are dynamic and subject to change, the stakeholder theory does not consider the 
element of change that occurs over time. 
While remaining within the theoretical approach taken in this study, a combination with the 
institutional theory would have brought somewhat different outline of the research. Since the 
organisational powers retain their influences over other stakeholders through different methods, 
the external stakeholder voice may not have an effect on organisational behaviour until the 
behaviour of social actors within organisations is affected. That said, senior management 
structure of Islamic banks (as in the sample of the study) may not represent the real decision 
making body as their actions may be influenced by the interest of shareholders. In this respect, 
incorporation of the institutional theory in the study would have brought the aspect of 
organisational isomorphism, which would be echoed more and potentially initiated different 
methodological approach of the study resulting in the acquisition of a new set of findings. 
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8.6.2 Reflection on findings 
Despite the reality of a disadvantaged position of Islamic banks in terms of its size, the evidence 
shows that such phenomenon has its benefits in terms of personal banking. Small size of a bank 
and a relatively small number of customers, creates ground for much better bond between 
customer-facing employees and customers, which was highlighted in the interviews with the 
Islamic bank managers. While the findings of this study indicate that the Islamic banks in the UK 
did not achieve competitive advantage yet, their business ethos could act as a solid ground for 
pleasing the needs of the majority of the Muslim and non-Muslim population in the UK by 
providing new and innovative ways of banking and improving the current corporate image. 
Unfortunately, it seems that the catch-22 situation does not allow much of a development to be 
realised as it is closely related to the power of capital. The evidence indicate that the Islamic 
banks are trying to achieve competitive advantage by differentiating themselves from the rest of 
the financial service providers. As suggested by Huang et al (2015), who distinguish between 
temporary and sustainable competitive advantage, companies can capitalise on temporary 
competitive advantage through their market position which later leads to the attainment of 
sustainable competitive advantage. However, the differentiation from the counterparts which 
Islamic banks are trying to achieve  is not very well manifested so it could attract more 
customers and attain their loyalty.  
One particularly alarming finding is that in the Table 5.15 which suggests that some Muslim 
ethnic groups may be discriminated in terms of the level of service they receive from their 
financial service providers in the UK. The ethnicities of "Black or Black British", "Arab", 
"Mixed" and "Other" (see Table 5.15) may be discriminated over the other ethnicities. Although 
the facts are surprising, the literature suggests that the ethnicity-related discrimination has been 
written about (Walsh, 2009) and confirms the disadvantaged position of ethnic minorities are in 
the UK in accessing financing (Andrews, 2017). This phenomenon requires further investigation 
of the minority Muslim ethnic groups in the UK to uncover what are the underpinning reasons 
for such occurrence. A new study tackling the issues of the cross-cultural differences (Donthu 
and Yoo, 1998; Ye, 2012; Ford, et. al, 2016), customer attitude (Kitzman; 2000), language 
barrier (Weech-Maldonado; 2003), general appearance (Paulins; 2005), religious orientation or 
some other factors is needed in order to highlight this concern in the wider social context. These 
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factors could be studied within the scope of customer service in the UK banks by employing both 
primary and secondary data. Therefore, in order to better understand the issue, further study may 
be carried out in the following manner. Firstly, to achieve holistic perspective of the 
phenomenon under investigation, it would be necessary to conduct in-depth interviews with the 
participants from a number of minority ethnic groups (as detailed in the Table 5.15) in 
combination with the interviews of mainly customer-facing staff from the UK financial industry. 
This type of investigation would assist in revealing the causes of potential discrimination. 
Moreover, to achieve reliability of the data, a stronger methodological approach should be 
utilised. For example, respondents should be interviewed in two stages, before and after their 
visit to financial providers, where both the perceived aspects of their visit and the actual ones can 
be evaluated in comparison. Also, the additional variables such and social and financial status of 
the customers should be tested against the predicted discrimination.  
8.6.3 Reflection on banking 
By investigating the operations of Islamic in comparison with conventional high street banks, the 
research attempted to further explore the ethical benefits that Islamic banks claim to offer taking 
into account the underpinning principles of Islamic finance that emerged from the overall 
objectives of Islamic law (maqasid al Shari'ah). While the research shows that the Islamic banks 
claim interest-free financing, the premiums of more than 20% for house mortgages paid by the 
Islamic banking customers, for instance, indicate clear paradox from the business ethics point of 
view. As it is clear that Islamic banks are trying to achieve competitive advantage, which is 
mainly done though consumers willing to pay premiums (Gupta, 2002), it remains unclear how 
such catering of financing for Muslim population can be ethical. Ahmad (1992), as one of the 
founding fathers of Islamic economics, stated earlier that Islamic banks continue to operate with 
the interest-based financing but the only development made in eliminating this type of financing 
is replacing the name of interest with some other technical terms. Although some evidence in this 
study indicate that the ethical and socially responsible acts of Islamic banks is their existence in 
the market, it remains arguable why such small proportion of Muslim population pays their 
loyalty to Islamic banks. Despite the questions of customer services and other clusters of 
reputation as explained in the previous chapters, the issue of ethicality of Islamic banking 
industry seems to be much more complex which raises the fundamental question of whether 
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Islamic equals ethical. On the other hand, the ethical benefits of conventional banks, as 
communicated in the study, indicate that, despite the element of interest-based financing that is 
contrary to Islamic banking and finance principles, their initiatives seem to have more impact on 
the society than those of Islamic banks. Nevertheless, another limitation of this study is that a 
relatively small number of respondents from a limited number of conventional banks is sampled 
which further implies that the investigation may have been limited in the scope of ethics as the 
ethical approaches of banks differ from one to another. A much deeper insight into the aspect of 
ethics is required to see whether the human resources of banks are equipped enough to provide 
ethical banking. In that regards, the study of Oates and Dias (2016) serves as a fist one to 
investigate the extent to which the elements of ethics are incorporated in banking and finance 
programmes at the universities. The findings are shocking indicating that 90% of the courses 
does not have ethics incorporated in the curriculum. 
While this study attempted to explore the phenomenon of corporate reputation of Islamic banks, 
it also shows its limitation in the context of ethical benefits of Islamic banking which further 
emerged as a result of research findings. Therefore, a thorough study is required to examine the 
aspect of ethicality of this banking sector that will provide with a better clarification. This 
phenomenon should be observed not only from the perspective of key stakeholders by 
conducting primary data, but also through examining the communicated data such as published 
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Q1 I am a customer of: 
Islamic bank only 
Conventional bank only 
Islamic bank mainly, but I also use conventional bank 
Conventional bank mainly, but I also use Islamic bank 
 
Q2 Years being customer of your main bank 




10 years and over 
 































Asian or Asian British 





Q8 My banks' adherence to corporate social responsibility reflects through integrating 
volunteering actions 
Q9 My banks' adherence to corporate social responsibility reflects through incorporating 
environmental legislation 
Q10 My banks' adherence to corporate social responsibility reflects through giving equal 
opportunities to its customers 
Q11 My banks' adherence to corporate social responsibility reflects through considering social 
and environmental matters in banking 
Q12 My banks' adherence to corporate social responsibility reflects through providing financial 
inclusion for the community 
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Q13 My banks' adherence to corporate social responsibility reflects through introducing rules 
and procedures for the correct operation in financial market 
Q14 My banks' adherence to corporate social responsibility reflects through listening to its 
customers for their demands and needs 
Q15 My banks' good customer service reflects through internet banking 
Q16 My banks' good customer service reflects through mobile banking 
Q17 My banks' good customer service reflects through variety of debit and credit cards 
Q18 My banks' good customer service reflects through smooth card payments with no rejections 
Q19 My banks' good customer service reflects through the efficient deposit facilities for cash and 
cheques 
Q20 My banks' good customer service reflects through withdrawals with no limitations and 
delays 
Q21 My banks' good customer service reflects through borrowing funds quickly and efficiently 
Q22 My banks' good customer service reflects through dealing with customers' enquiries 
Q23 My banks' good customer service reflects through updates on the bank's new products and 
services 
Q24 Based on my experience with the bank, I feel good to be a customer of my bank 
Q25 Based on the positive news and messages about my bank, it is good to be a customer of that 
bank 
Q26 Based on the bank's ethos, I admire and respect the way my bank operates 
Q27 Based on the financial performance, I trust my bank the way it conduct the business 
Q28 As my bank engages in a non-profit activities for the community, my trust in it increases 
Q29 Based on the quality of services that I receive, I believe that my bank rewards its employees 
accordingly 
Q30 I consider that my bank has warm and friendly environment and therefore I believe my bank 
is a good place to work 
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Q31 I believe that my bank recognise its employees' religious and cultural needs and 
accommodates them 
Q32 Employees continuity at my bank gives the impression that it provides a reasonable job 
security 
Q33 Engaging with employees of my bank gives me the impression that they buy into their 
corporate culture 
Q34 Based on my experience, I believe my bank has a good and approachable employees 
Q35 My bank outperforms its competitors on the market 
Q36 As an indicator of a sound financial performance, my bank pays high return on my deposits 
Q37 As an indicator of a sound financial performance, my bank invests in new facilities and 
technologies 
Q38 As an indicator of a sound financial performance, my bank employs new staff members 
Q39 As an indicator of a sound financial performance, my bank expands its business in other 
places (ATMs, agencies, etc.) 
Q40 Based on the information that I have about my bank, I expect it to grow in the future 
Q41 I believe my bank is managed and directed by leaders in the best possible way 
Q42 I believe my bank has a clear vision for an adequate product development responding to 
modern needs 
Q43 I believe my bank has a clear vision for introducing new technologies for easy and efficient 
banking 
Q44 I believe my bank has a clear vision for availability of new ATM facilities for customer's 
needs 
Q45 I believe my bank has a clear vision for accommodating facilities for customers with special 
needs 





Semi-structured interview questions 
 
Q1 From your personal knowledge and experiences, what Islamic banks in the UK do in regards 
to this matter? How is the CSR perceived and implemented by the Islamic banks in the UK? 
 
Q2 What types of financial products are offered by Islamic banks in the UK and how they differ 
from other banks' products? Do Islamic banks' financial products serve the purpose and do they 
differ from other banks' financial products? 
 
Q3 How we approach and serve customers is certainly one of the most important aspects of 
corporate image. Do Islamic banks offer good service to their customers? 
Q4 - Based on your personal experience, what could you possibly identify as an important, but 
missing, factor in improving customer's experience in Islamic banks in the UK? 
Q5 From your personal experience, do you think that employees of Islamic banks are motivated, 
driven by something to perform well? Do employees of Islamic banks buy into their corporate 
culture and are they motivated to perform well? 
Q6 From your personal experience, do you think that customers of Islamic bank trust their banks 
in the way they conduct the business? 
Q7 Motivation of employees at workplace is very important for companies in many ways. Do 
Islamic banks reward their employees according to their performance? And if so, are those 
rewards good enough to serve as motivational factor? 
Q8 It is understandable that Islamic banks in the UK are generally small comparing to the 
mainstream conventional banks. But despite that, every bank needs to have promotion schemes 
for those who perform well so they have opportunity to advance their careers. Again, based on 
your personal experience, do you think there is enough room for promotion for those employees 
who deserve to be promoted? Can Islamic bank accommodate that? 
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Q9 Financial performance of a bank plays major role in retaining existing and attracting new 
stakeholders. From your knowledge and experience, how do think Islamic banks in the UK 
perform financially?  
Q10 Based on the current situation on the market, do you expect Islamic banks to expand and 
grow in the UK? 
Q11 Do you think that Islamic banks are led by a competent leaders/managers? 
Q12 Do you think that Islamic banks in the UK have clear vision for the future and what do you 
think it might be? 
Q13 It is well-known that companies have no designated department which is merely responsible 
for corporate reputation issues. Based on your experience, what Islamic banks do to monitor their 
reputation and what steps do they take to stay recognised on financial market? 
Q14 I am sure there are currently many challenges which Islamic banks face in the UK. What do 











This appendix include selections from 9 interviews conducted with the participants from both 
Islamic and conventional banks in the UK. A significant value of the transcribed interviews is 
having access to precise words said by respondents. Respondent names were not disclosed due to 
the protection of confidentiality. 
IB1-SenMgr  
A1:  
Islamic banks are a very special kind of business. Originally, certainly, they were set up all around 
corporate social responsibility because they are providing a product that is culturally  and religiously 
sensitive to a particular  group of people and society at large. So as such, the whole ethos, the whole 
reason why they exist is based around corporate social responsibility.   
The investors within that put money into an Islamic bank have many areas where they can invest  
money that are ethical and there are halal and that that are probably quite profitable as well. But the 
fact that they choose to invest it into bank that will provide an alternative to the conventional interest 
based system is purely driven in the main and certainly, originally, by social responsibility. i.e 'we want 
to  provide  Muslims  and  non-Muslims  with  halal  and  an  ethical  alternative  that is more stable than 
conventional banks.  So  I  think  their  whole  reason  for  existence is  based  on that. That said, there 
will be players within the Islamic banking space who will have done a feasibility and perhaps established 
that. It's a niche market that hasn't fully been satisfied   or  taps and entry into it will give us an 
alternative revenue stream.   
A2:   
This is a very good question and a question that haunts all Islamic bankers. Necessarily, the products and 
services that we offer as Islamic banks and Islamic bankers have to achieve pretty much the same sort of 
result as those that our counterparts offer in the conventional space. So, the reason for their existence 
and what they need to achieve are necessarily the same. That brings for us a problem because some 
people will then say "well it does the same thing. So "how different is it?" Right. But coming back to your 
question, the other think that people tell us as Islamic bakers is that "You've got the same product!"  
Now, one of the reasons why we have the same products, there are two reasons: one is because we 
need to provide those products because that's what people want. "I what the savings account, I want 
home purchase plan, I want ISA, I want fixed term deposits, I want financial planning. I want all of these 
things". One of the problems that Islamic bankers have is that we also don't have very much of an 
imagination. So we don't come up with alternative types of products right. We follow what's there, and 
then we try and produce or replicated within the Shari'ah remit.  
A3:  
Going back to your question: "Do you think that is Islamic banks in the UK meet customer's 
expectations?" Again, people will only compare you to the best, of my very best experience at [x 
conventional bank], for example, I will compare that experience to what happens at [x Islamic retail 
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bank] or another Islamic bank. I might not necessarily compare the very best experience HSBC to the 
worst experience of [Y conventional bank], because sometimes Islamic banks can get a little bit of a 
rough ride, because we are all used to the conventional and it's very slick...  
So, "Do you think that Islamic Banks employees meet customer  expectations?" I think they do the very 
best they can under difficult circumstances. And if I can qualify that again, I'm thinking off the top of my 
head, a customer will ring the bank for example and say: "I'd like you to do this", because his 
conventional bank allows him to do that because they've got systems in place or whatever it might be.  
Now, when that Islamic bank operative, because he's not able to allow them provide that service... for 
example, they might not have online banking, or their cards might not be contactless.   
A4:   
The first thing is that there might be a lot more selective in  their  recruitment.  And  that's  key  for 
every  business  and  also  for  the  Islamic  banks.  You  need  to  take  on  people  that  are competent,  
you  need  to  take  on  people  that  buy  into  your  ethos  and  even  if  they  don't buy into the  
specifics  about  the  prohibition  of  interest,  for example,  but  they  are  good customer service 
people. They know what they're talking about, they care about the customer, then, that would be an 
important factor in improving customer service. And then, of course, following on from that ensuring 
that these people are open to the training that's offered, but more so, THE CULTURE. That's very 
important.   
A5:   
I think, again there's two types of employees. There will be an employee who is generally driven, and 
whether he was working in a Islamic environment or whether he or she was working in anon-Islamic 
environment will always do the very best by the customer and they're driven because they have a 
PERSONAL PRIDE in making sure that they, whatever it is they do, they do it to the best of their ability 
for themselves and for the customer. So, there is a group of people like that and then there's THE 
REVERSE GROUP OF PEOPLE who are there because it's a job.   
A6:  
OK, if we talk about customers in terms of those people that have taken their products and services, 
clearly YES, because otherwise they wouldn't have. That said, there are many people in fact that stick 
with the business because there isn't an alternative... its customer service is terrible, products inflexible, 
but there's no alternative, I don't want to leave my money in a conventional bank because it's not halal, 
even if I don't take the interest, I know they're using my money for purposes that I'm not comfortable 
with. So despite these people being awful in the absence of a credible or halal alternative, I'm going to 
stick with them. So, there is an element of that. For example, if there was an alternative, credible 
alternative, I think you would find that many customers would be split away from the one or two 
prominent players within the market, because there's no alternative.   
The banks, given its infancy, can't be "all things to all men", and it will have certain conditions and 
criteria that will need to be met and if  people fall outside of that criteria will feel discontented with the 
bank. But I don't think that's the bank's fault, the bank is doing what it can.  
"Do people trust them from a Shari'ah whether it's from a Shari'ah perspective or from a convention al 
stability perspective?" I'd say... you could argue that they don't, because  if they did they'd all be 
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banking with them. But then THERE IS AN ELEMENT OF EDUCATION. If people aren't aware that they 
exist or people aren't of the differences between conventional and normal, is it Sharia compliant... that 
could be one of the reasons why they don't. It could be other things - service, for example.     
A7:  
You're absolutely right, motivation within the workplace is very import. If you are comparing 
remuneration and bonuses that are achievable within the conventional banking space. Again, the 
problem is you might compare that with the best the most generous employer and if you do so, then 
you might find that they don't. I know that bank managers within the conventional space of  branches 
that are of comparable size, earning between fifty and seventy percent more than our (Islamic bank 
managers). So I think that at the upper level they're sort of director level or senior senior manager level, 
I think they're getting it right, at the bottom level they've got no choice but to get it right, otherwise 
they would fall out of labour laws but it's in the middle of that I think there are very significant variances 
as well.  
A8:  
So, clearly irrespective of whether they want to put a scheme in place or not, there just isn't the capacity 
actually. And there lies an issue, because if the sector is small and the players within are small, then the 
opportunities are going to be fewer. So, if we then look at promotion schemes within the business, you 
are  in 'dead man's shoes'. I can't go up the ladder simply because the business doesn't need another 
regional director... because we only need three of them. And they could be a half a dozen people that 
are waiting for somebody to die or somebody to move up and they don't move up because there's 
nowhere to move up to. Because there is a pyramid. The only one direct, there's two or three directors 
beneath him, there's only one C.E.O. So unless the C.E.O. leaves or drops dead, none of these can move 
up.   
A9:  
OK. My experience is limited and I'm not familiar with too  many  of  the  wholesale  Islamic  banks 
although I understand that they perform better  than the retail Islamic bank  primarily because they are 
very big or high ticket items and their cost base is lower. So you question is "How do you think Islamic 
banks in the UK perform?" So, if we're talking about retail banks, historically they've been performing 
terribly year on year... Retail Islamic banking has been making losses, significant losses... between 
probably 6 and 8 million pounds a year... Five hundred and fifty thousand pounds a month of losses. So, 
whether they perform financially or not, I DON'T THINK THEY ARE. More so, some of them are moving 
into the black and they're returning some sort of profit. OK, now, How does that affect retaining an 
existing customer in attracting new ones. There will be some people who don't want Islamic banking and 
finance anyway. So they will point to the poor performance of the bank as an excuse not to take it, t 
here will be others who generally think  "It's not really doing all that well" that's assuming they got 
they're savvy enough to actually look at the accounts. Many of them won't know anyway whether 
they're making money or they're not. If they're savvy enough to look at the accounts and they say 
actually they're returning a loss year in year out.  There are very many people, customers, who are 
aware of the loss making position of these banks and continue to patronize them in terms of their 
custom. Some of that will be because they don't care. i.e. "I don't care if I lose the money, it doesn't 
matter, but it was the right thing to do, it was halal" and others will think "if all else fails here's the 
Financial Services Compensation Scheme. I'll make sure my investment's less than seventy five thousand 
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(or whatever it might be at the moment) so I'm covered." So, some will take that come and continue to 
provide custom to the Islamic bank. So, in a nutshell, how good are they in retaining existing and 
attracting new customers, I DON'T THINK THEY'RE PARTICULARLY GOOD AT ATTRACTING NEW CUST 
OMERS. Because like we touched upon earlier, hundreds of thousands of customers out of possibly a 
pool of a million and a half but not really particularly when you consider you might be the only, or very 
much so, the prominent player. There isn't an alternative.   
A10:  
OK. Well, if we're talking about the current situation of the markets, we're living in extended 
recessionary period, there are austerity measures, the politicians would have you believe that 
everything is fine but in reality it really isn't, I don't expect Islamic banks to expand. They are doing so in 
their own way, but I think that they are all struggling a little bit because they've had this big push and 
now growth is struggling a little bit... because the size of the market is finite... let's say there's a million 
and a half bankable adults in the UK that are Muslim and I would say most of them know that this 
alternative exist. If they were going to take it, perhaps they should would have done by now. So I think 
there will continue to be growth, but it will be marginal. It won't be at the levels experience previously, 
unless there is a significant game changer. But even if there is a significant ga me changer, I think we 
might still struggle.   
A11:  
I think yes. They're as competent in my opinion... However, given some  decisions that are made, you 
might doubt whether they're competent or they fully appreciate. For example, some of the products 
that are provided are simply not in tune with what the customers want or what they can possibly 
achieve. So, given that, you might say 'actually under the circumstances it was the best that could be 
provided by their leaders at the time.' So I think they have all the raw material to be competent leaders.   
A13:  
You're right. They will have a very keen eye on their reputation. Part of their reputation will come from 
the service that they offer and within that, they will have complaints departments, customer service 
departments, a procedures in place to ensure that any complaints are handled appropriately within the 
appropriate time frames via the appropriate regulators and all of the external regulation that imposed 
upon them by ombudsman are adhered to. In addition to that in terms of their reputation, there'll be all 
the regulators stuff. i.e. do they meet the government standards? are they compliant from an audit and 
compliance perspective? Do they tick all of those boxes? So both of those areas for a bank will impact on 
their corporate social responsibility not only that though the CSR extends further as well.   
So I think the key thing they try to do is to be whiter than white, every box is ticked, every T is crossed 
and every I is dotted. And I think that the key thing that they do to make sure that they are recognized, 
and of course like I mentioned earlier, it's not just the regulator for Islamic bank, it's the internal Shari'ah 
supervisor, officer and the external board. You can't afford to fall out of favour of any of them: 
customers, Shari'ah regulator or market regulator, otherwise it will impact.    
A14:  
I think there's going to be lots of future challenges and that there exists currently as well.  Issues of  "are 
they stable?, Are they Shari'ah compliant traction economies of scale..." General inertia within the 
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public to actually do something... People won't change providers for utilities before all bank accounts 
are as high... That doesn't matter. So there is an inertia from people to switch from conventional to 
halal. There is the whole critical mass so that they can get more economies and be a bigger player and 
all the rest of it.   
IB2-SalMgr  
A1:  
In Islamic finance...it's more a case of everything they do, the whole operation should be about 
corporate sponsorship once ability. So it's not as if it's a separate department sitting alongside the main 
activities of the business, it is the essence of what they should be doing so for instance corporate social 
responsibility is not just about supporting particular community programs or environmental programs or 
charitable programs in the UK with a broad, it's also ensuring that the way you look after your 
employees, the way you deal with your customers, the way your operate. In my fifteen years of 
experience in financial service in particular in Islamic finance, I've never seen corporate social 
responsibility being treated as a separate entity to the main business but integral part of the main day to 
day business...  
It's something like have recycling bins across all the offices so that the staff can recycle paper, stationery 
ordered from suppliers that supply recycled material, there is a plastic recycling banks across the office, 
waste management - is it done in an efficient way.  
A3:  
Yes, it comes down to Islamic principle of treating people with respect and dignity. So you know, if you 
look at the financial services, there's been a big theme among regulators and industry about treating 
customers fairly. And if you look at the principles in line what is means to be treating customers fairly, it 
is very much basic human values, Islamic values that you expect to treat people.  
I know there's loads of other examples in terms of proposition. So for instance, in Islamic banks, every 
customer group has different needs. So, for instance, in the Islamic finance, one of the banks that 
launched a civic proposition for Masjids and Madrasas, a proposition tailored to them which could have 
a few unique features on that account, again which you would never think any of their conventional 
bank would do, because that's not their target market or they don't know how to act to what their 
needs are, whereas Islamic banks have a greater understanding of that.  
A5:  
From my personal experience, yes. The reason I'd say that it is the people who work at Islamic bank, 
generally believe in the concept and  when  you believe in something you're more likely to perform in 
that. And that's why for a lot of the people who I've worked at Islamic bank, for them it's not  just any  
job  or  vocation, for them it's more of a mission, they are doing something bigger than just a job... They 
are trying to practically implement key aspects of people's lives (i.e in finance in Islamic and ethical way) 
which is in accordance with their beliefs. So, for them it would be truly believed in they're doing a 
missions of their choosing the greater good for not only for themselves, but for their families, for their 





Again, this is a very... (respondent made a long pause of nearly 20 seconds) If you are to force me to an 
answer, I'd probably say no. And the reason I'd say no is because... after fifteen - twenty years of Islamic 
finance in the UK, I still hear various initiatives in educational establishment within industry, within 
community organisations, across the government level as well. And despite various initiatives, I still 
think the lack of understanding is still great. That is mainly because of different factors, but it's just this 
lack of education. It's a lack of education, lack of paying effort to trying to generally understand what is 
involved in industry. And then lot of people have a very simplistic view of Islamic finance... so every 
other person whether it is customer, will have own opinion on it. Everyone is so-called 'mini scholar' on 
this. Different scholars allow different things, different schools will allow different things, but that's why 
certain things will be permissible and certain won't.  
Again, I personally would say yes and no. The reason I'd say yes because obviously there is regulatory 
protections that Islamic banks have to abide by. So everyone knows that seventy five thousand of their 
money is protected by the Financial Services Compensation Scheme, so they  know that  whatever  
happened  to bank, I won't lose my money, my money is protected.  
A7:  
Again I personally think that the motivation aspect, whether at Islamic bank or any other bank, or other 
institution, its exactly the same.  
A8:  
So again, there's two ways of answering that question. In a generic level, the answer is no. It's no 
because as you've alluded to the fact that the industry is small and when the organization and industry a 
small, it is granted that there will be lesser opportunities to grow and develop. However, at the same 
time, if an employee performs consistently above and beyond their expectations and they are 
continuously developing their skill sets, and adding value, and obviously happened to be at the right 
place and the right time and all the circumstances are right, people can grow and develop. But at the 
same time, unfortunately, I do know very good members of staff who have done really well and who 
basically had to leave the industry because there were no enough opportunities for them and they went 
to other industries because they were growing or developing as much.  
A9:  
Well, the biggest one by assets has been profitable for many years. Again, that's an investment and a 
wholesale bank. The retail bank took ten years to break even, but now it's profitable and doing well. The 
others have a mixed history where I don't suppose they've met customers expectations because they 
had profit making years and they had loss making years. But I would say they were not performing as 
well as expected considering they only do a handful of deals a year and they still manage to make a loss. 
So, I generally think there's room for improvement.   
A10:  
There is number of ways it impacts it. So, obviously from an economic point of view is the low interest 
rate environment... obviously had an impact on Islamic banks in terms of profitability. So they're always 
trying to seek other opportunities where they can increase yield. They do it through, you know, looking 
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for corporate bonds in different geographical markets where its rates are offering greater returns then 
UK based bonds. So that's one.  
Two is ...in the general economic climate where we have come out of recession, but we're still dredging 
along just not like the economy is really "firing on all cylinders" so, in that respect pockets are tight. So, 
what you'll see is customer requiring finance but don't having the means or customers not having to put 
a lot of money away for deposits.   
A11:  
I know from personal experience, the leadership there (when I say the leadership, I mean just the 
executive leadership) they are very much committed to offering Islamic finance products to as wide an 
audience as possible in the UK, trying to match their needs, trying to make an offering that is compelling 
and can compete with any other financial institution in the UK... and they have turned it around, they 
have shown vision, have shown competence and all that... However, at the same time they can only do 
what the direction is from the shareholders in the Gulf. So they're making the best of the situation. But 
on the other hand, I can say loads of examples where the management is literally... (pause, carefully 
thinking what to say next) In some institutions the senior management - they are literally just being 
there as a gravy train and an opportunity to line their pockets rather than doing anything substantial for 
the industry as a whole.  
A13:  
They have to do loads of things just like any other organisation, they'll have customer feedback 
programs, whether it's daily, weekly, monthly, quarterly basis there are focus groups, the commission 
market research, they stay in touch with regulators, they stay in touch with industry bodies... So they do 
commission independent research into their customer experience.. they sign up to different things, for 
instance the government, I know initiative about tax, transparency around taxation and I think all the 
banks signed up to it as well. So there are loads of things that they do to make sure that, from 
reputational point of view they are basically on board.   
A14:  
So for me, the success of Islamic banking industry will be when even non-Muslims see as just a normal 
alternative, they see as normal banking, and they really consider it just like any other bank for whether 
they want their products or services... But obviously, to achieve that, there will be a long time because 
of the current political climate, Islamophobia, and general perception or negative perception on Islamic 
sect. But the true success of Islamic banking is how well it's adopted by the general wider community, 
not only Muslims. But, first of all, Muslims don't adopt it as much as they should because of their lack of 
understanding or the banks' lack of ability to reach out to them, whatever the reason is. And secondly, 









I think Islamic banks in principle they are set up to provide a niche in the market for Muslim customers 
with different set of principles in terms of based on the Qur'an and Shari'ah. So the raise of the bank is 
to serve that market OK. In so doing, just by their presence they are providing, you know, they're 
meeting the needs of a section of the society which is quite important for a lot of people. So in terms of 
what they could do better in terms of, you know, investing perhaps more in the enhancement of society, 
I think, from my personal perspective, for the bank that I worked in, whilst they were focused on 
promoting awareness of Islamic finance, it was perhaps more from a business commercial perspective 
rather than altruistic motives about trying to better society. And perhaps, you know, one of my 
expectations before I went into the industry, was that they would be more focused on, you know, the 
sort of charitable work or just bettering society, the Muslim society as it currently exists, but their 
interests are very much commercially driven.   
And when you look at for instance their accounts, their financial statements, partly I think because the 
company was at a very infant stage in its growth, they were loss making, so they didn't have much in the 
way of room for maneuver and money to spend on charitable work, but their charitable donations were 
very limited in that sense.   
But at the same time, you know, they could perhaps do more in that regard to, you know, win over good 
will of customers and so that customers don't feel that it's just a money-making kind of business entity.   
So, more or less, half of their businesses are focused on the latitude sectors, so therefore one could 
argue that they're less kind of socially responsible than they used to be because their focus on these 
customer segments, high net worth commercial, which don't really lend itself to necessarily being 
socially responsible. It didn't necessarily paid to invest in them as much.  
A2:  
The nature of the products themselves on the face are quite similar, so, whether it's a mortgage or 
savings, but they were quite competitive... they've become increasingly competitive. Historically I think 
they were very... For instance, on the mortgage side, there were premiumly priced, partly because of 
the cost of funding was so high. So, in order to ensure that there was sufficient margin in the price, the 
price they charge customers for mortgages was significantly higher than what you have in a 
conventional market place. But over recent years, they have increasingly become much more 
competitive in terms of their pricing and they do have certain features of their mortgages which I think 
are better what's out in the conventional market.   
And over recent years they've been copying the lead table in terms of competing with customers, but 
again that's partly because they're very reliant on attracting customer deposits... and because they're 
not a well known brand, they have to offer good rates in order to attrack the clients. So, we've been 
quite successful in that in terms of attracting not just Muslim customers, but also nonMuslim customers.  
But I think in terms of how the products are structured, they are different to how conventional products 
are structured. There is always an asset in the background which is different to the conventional banking 
model. But I think, from my experience, they just follow... they are more Shari'ah compliant, they tick 




...there is a good focus in the bank in terms of going the extra lengths to make sure that they win over 
customers because they're obviously trying to grow from what is quite a small bank a moment. And in 
terms of their relationship managers on the commercial and high net worth side, I think they do try and 
go the extra length and build those relationships. So in that sense, their customers will probably have 
more personalised service than in conventional banks which are much bigger usually.  
I think where the customer's experience is, kind of, less favourable, is the fact that within the bank they 
have more bureaucratic processes to go through, so the customer experience isn't as smooth... so 
there's a lot more paperwork for instance to get the mortgage, there's a whole lot of paperwork that 
they have to go through; and the bank has historically been quite risk-averse so customers feel that 
because the bank is acting more in its own interest rather than the customer's interest. Secondly, the 
systems in the bank from the technology point of view, still need to be enhanced whether it's on the 
retail side, online side, or on the commercial side, so the customer experience sometimes is quite poor  
A4:  
I think something on the mortgage side, I think the way they deal with customers and the amount of 
information that they need, for instance in terms of just reviewing and approving a mortgage, could be 
significantly improved. There's a significant amount of paperwork which people have to compete, which 
people don't really understand and a lot of that paperwork is just the bank basically, you know, erm 
(what's the word), erm... you know, limiting their liability towards a particular thing, like 'this is your 
responsibility, we own the house, you have the responsibility of maintaining the property', you know, 
'we own the house, but you take most of the losses on the property', so there's a lot of that is de-risking 
themselves from the transaction. And that's why I, going back to my original answer about whether they 
are more focused on ticking the boxes into the Shari'ah rather than actually following the substance of 
what Shari'ah is supposed to be.   
A5:  
the focus is now more on making profits and they've even got rid of the word Islamic from their 
branding so it's become a lot more corporate, more akin to a conventional bank. Now, although their 
products are still Islamic, I think that affiliation towards the Islamic side has reduced as a result and 
probably people who are driven by that aspect are probably less motivated... and it's become a lot more 
corporate, therefore the distinction between how the bank works compared to conventional banks is 
less than it used to be. And this thing about helping the community... because the banks also switched 
the strategy from serving the UK Muslim customer base to actually, you know, the customer base I 
mentioned: the corporate customers and high net worth customers, where you have less drive to help 
those particular segments of society because they are already successful compared to the mainstream 
population here. And even the mainstream population here, the customer base that they have, tends to 
be more affluent customers. So the average Muslim customer on the street isn't the target customer for 
the bank.   
A6:  
I think, obviously one of the key differentials of the bank is the fact that it's Shari'ah compliant, its 
Islamic principles. They do some road shows, they do some events, branches once every so often maybe 
a couple times a year in its branch,  I know that recently they started doing talks at universities across 
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the UK. They were quite successful, I think, in terms of building [name of Islamic bank]brand and it was 
highly recognised across the country although it's a small bank. But by rebranding, they've probably 
come back a little bit in terms of... people aren't aware that [name of Islamic bank]is now called [new 
name of the bank]. So they're having to start all over again...  
A7:  
I think even before there was two to three roles on one person, but people had more loyalty towards 
the bank whereas now there's less loyalty towards the bank, because people don't just necessarily feel 
as much that they're helping British Muslim society. This is because of strategic changes that they've 
made to focus on other customer segments and the bank doesn't pay its people that well compared to 
other competitors. So if you compare what they pay people in the bank, it's probably in the bottom half 
in the market place. And now, in reality, I have moved away from Islamic finance and work myself, I 
realise that they really underpay people. But what I would say as well from a personal perspective is that 
the my income now is much greater than working in the Islamic bank, but it wouldn't be that much 
greater if I didn't get that experience of working in the bank... because you're doing so many different 
roles, the experience you get is really significant in terms of bettering your CV and the experience which, 
when you leave the bank, you realize how much experience you've gained from working there. Although 
it's been a tough, kind of, process and, you know, aen't necessarily rewarded once you're there, but 
once you leave you're much more marketable than when you first joined the bank.   
A8:  
They need probably to give more respect to their staff so that, they're not overburdening them with 
work as well as how they manage them. They need to trust their employees more so that they're more, 
you know... they have more... they can take more initiative. there's a, you know, they need to... They 
need to, kind of, incentivise people to make a better work environment because at the moment I think 
it's 'all hands to the deck', you know, people don't have room to breathe because it's a fast growing 
bank and they need to invest more in terms of investing in people and in building their team, which they 
are starting to do but it's nowhere near matching the growth in the business so the operational capacity 
definitely needs to increase.  
A9:  
(10 seconds silence) Well, I think that... there has been.. To give credit to the new owners of the bank, 
they have invested quite a lot of money in the bank in the last two-three years which helped the bank, 
its given the bank more capital to finance its' growth, they've invested in new building, new branches, 
new branch in London, a new head office, which has given the bank more professional image. And, you 
know, more professional environment than the previous one... offices are in a nice areas, they're in a 
much nicer area... that reflects the branding of the bank. So, yeah, it's... sorry, the question was?  
I think they are better now, as the bank that I worked for are now profit-making, it's, you know, 
compared to ten years of making losses now it's making profits, and that profitability is growing every 
year. The amount of capital they have is increased... and at the same time they're trying to reduce their 
pricing to attract new customers, because their costs are, you know, well controlled I guess... So, as a 
business entity, they are much more viable... the bank that I worked for is now in a much healthier 
position than it was a few years ago. And whereas before, the regulator was always concerned about 
whether the bank would survive, now the regulator concern isn't so much about will the bank survive, it 
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is more about whether it's got the capacity to meet its growth so it's, kind of, a new focus. So I think that 
reflects the better financial performance.  
A10:  
But, they (Islamic banks) could probably focus a lot more on the UK retail customers where the Muslim 
population is growing rapidly. It's at the moment around three and a half million. In the next fifteen 
years is expected to reach six million. So, because the bank is more focused on the wealthy customer-
base and the commercial customers in terms of its growth, it may be missing opportunities here in 
terms of high volume UK customers and focusing more selective customers which they tending to do, 
which carries its own risk because if the GCC market is badly affected, then a key part of their strategy is 
now affected. Whereas, you know, the Muslim market in the UK is growing rapidly, so there's always 
going to be opportunity and I think potentially in the future there may be new players coming to the 
market and, kind of, seize that market much more and focus on that market a lot more and take a lot of 
the customers from the bank.   
A11:  
I think they are... I think, where the difficulty is that, on the corporate governance side when you have 
shareholders, getting too involved in the operational decision making of the bank, and that sort of 
undermines the people who are the managers, who are quite competent. And therefore, the top 
management end up trying to just please the shareholders constantly rather than, you know, 
maintaining a sound operational base. They're constantly just trying to please them because of the Arab 
way of doing things. They want everyone to be subservient and not challenge them, and that's I think 
that's where, you know... and that trickles down because they end up putting a lot of pressure on top 
management and, probably in some cases unfairly so, on the top management then put a lot of pressure 
on the people underneath them. Whereas, if they were a bit more removed and, kind of, left the top 
money to run things, then they would probably find things operate better, more motivated staff. And 
the decisions that the top management are making would be the right ones based on their experience of 
running things in the UK; whereas the... because they're Arab owners, they feel like they're the owners, 
they feel they have to intervene in certain decisions which they probably don't always understand fully 
and appreciate fully and top management are just, kind of, you know... they see them as the key 
stakeholder, rather than actually the customers and employees and everyone else, so culturally that's 
where the defect is.   
A12:  
I think their vision was clearer before, you know, who to build... to promote Islamic finance in the UK, 
the vision is now little more blurred because it's different strategic segments that they're going for. 
They're serving the private banking customers, the GCC much more so; but I think personally  
that they're trying to do... they're trying to service too many different types of customers and what you 
have is like two or three different tier system, you have a private banking customers who have a very, 
you know, top quality front end service compared to the service that UK customers have- which is fine, 
but the differential is, you know, quite great... they need to really invest in this processes in terms of the 
mainstream customers; the commercial customers, their experience again because the very clunky 
processes and our risk-averse nature tends to be quite negative as well and a lot of them are doing more 
out of principle; they're coming to us for business, but at the end of the day we just, you know... (5 




I think they are investing more in terms of marketing and getting marketing intelligence and, you know, 
there's more regulatory focus now on customer experience and conduct risk; so, naturally, they are 
trying to capture more what people think about them and their reputation. I think, overall they do a lot 
of surveys to see how they're... like a net promoter score, which is one of the things they look at and we 
have improved over the last few years... But it's still very low compared to the other banks, so in terms 
of whether people recommend that bank to someone else, a friend or family, that's how they measure 
it. It's still quite low, it's low score, but I think a lot of that is, you know, as a pricing is a lot better but 
customer experience and processes need to improve; so that score is improving going forward.  
A14:  
I think the main challenge is to make the... (pause for 5 seconds) probably the main challenge is... (pause 
for 4 seconds) there is a lot of scepticism in the marketplace in the UK in terms of the UK customers, 
people are quite sceptical; majority of Muslims are sceptical, whether the bank is actually compliant 
with Shari'ah. and the other challenge is obviously making sure that their rates are competitive so on the 
asset side they have to be... if their price is, you know, always competitive trying to get that is always 
going to be key. Because ultimately whether you're a Muslim or not, everyone's kind of price-driven. So 
they have to, you know, they are making themselves much more competitive but still you can get a lot 
cheaper products in the marketplace, conventional marketplace. if someone is charging you a higher 
price they expect higher differentiation in terms of it's 'oh, it's an Islamic product, therefore it's a high 
quality product', but if you're not getting that in terms of customer experience and if they're not really 
trusting you about the Shari'ah side of things, they will question why they should pay a premium price 




I must say that I am not entirely aware of any CSR-related activities of Islamic banks and other financial 
institutions in fold of Islamic finance in the UK. This might very well be that I am not very well aware of 
the activities or the fact that IB and other IFI are not actually engaged in any significant activity which 
may be counted as CSR.  
they are very small and I don't think they have any significant CSR-related activity. The only retail bank, 
which is now [x bank], previously called [X Islamic bank], they have their engagement with Muslim 
communities. So this engagement itself may be counted as their CSR. When [Y Islamic bank] used to be 
active in the UK, they used to have their engagement seminars and community engagement other 
activities which may be loosely counted as CSR. Otherwise, I think as a kind of significant activity or 
approach towards CSR by Islamic institutions in the UK is still lacking. One may say that IBF is itself 
socially responsible which may be the case, but here we are referring to CSR and I believe your 






IF products are necessarily replicas of conventional financial products. In this respect, if we focus on the 
definition of CSR by my friend of mine, CEO of Int'l Islamic Arab Bank in Jordan, it is entirely socially 
responsible if an institution is coming up with products which are good for everyone. Now, if you apply 
this definition to IF products, I don't see that there is a distinguishing feature of any IF products offered 
in the UK which could be seen as socially responsible.  So, looking at the financial products offered by IFI 
we will find only a faint kind of reference to CSR. Having said that, there might be some cases relevant of 
CSR or ESG to some Islamic fund management products but again they may be entirely Islamic.  
A3:  
I would tend to believe so. Whosoever goes to Islamic bank for whatever reason, they get required 
amount of attention. Again, if I go to Al Rayan bank... Al Rayan Bank has improved significantly in 
delivery of services. On a personal level, I have always received a personal attention from the staff 
whenever and wherever I visit their branches. Actually, Al Rayan bank has recently invested a lot of 
money to improve their services. If you have been to the Knightsbridge branch, Premier Branch of Al 
Rayan Bank, you will have an experience which I'm 100% certain you would not have in a branch of a 
conventional bank. So, I would say that in terms of delivery of services there is a significant 
improvement in Islamic retail bank. Investment banks always go for delivery of services anyway, because 
their focus is on the mass-effluent or high net-with individuals for which they offer very good services 
anyway.   
A4:  
I gave example of one branch. Important thing is to make this as a comprehensive experience 
everywhere, wherever you offer your services: through branches, over the phone, or electronically (i.e 
online). So, coming back to your question, I would say making sure that the service delivery is consistent 
and coherent everywhere through every means which institutions are using. In case of branches of Al 
Rayan bank for example, if you go to a branch in Birmingham, the service quality may not be as good as 
you would experience in the Knightsbridge branch. So the challenge is to make sure that these services 
are offered everywhere with the similar kind of quality.  But this is a challenge... it is very expensive kind 
of proposition. Even conventional banks, high street banks are reducing the number of staff in branches; 
in some cases branches have been downgraded to sub-branches; and even when you go to the branch, 
you don't find any human being, or maybe there are 1 or 2 person are there on the floor who would 
guide you to talk to the machines. So, I would say this service quality is an issue in the UK and 
elsewhere, because all these banks are trying to cut their costs. I am not sure of a significant proportion 
of customers of Islamic and conventional banks are happy about the delivery of service  - so this is a 
challenge.  
A5:  
I don't think that any significant proportion of employees of IB grow their motivation from something 
called serving because of the Islamic banking and finance. For most of the people, this a usual kind of job 
and they try to do their job as they are required. Having said that, I have come across a number of 
employees of Islamic banks in the UK who would have this religious motivation. But I tend to be cynical 
of this thing, when they deal with me or a person who is known in the industry, they would come up 
with a different kind of behaviour. There are some good examples of motivated employees of IB but on 
a branch level I would say this is just like doing your job; it just happened to be that you are working for 
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IB, it doesn't mean that you are a kind of... you are taking this job very differently comparing to any 
other job.  
A6:  
whosoever is dealing with IB here is already motivated to do IBF and they do understand limitations of 
IBF market in the UK and they tend to be patient about certain things they are not happy about because 
they know this is a very small market. This may not be the case in another country; if you go to UAE, if 
you go to Bahrain, if you go to another Muslim country where Islamic banking and finance is very 
significant and it's growing and it has its future, there the attitude of customers of IB may be very 
different from the approach of the customers of IB in the UK have taken towards the service quality and 
overall standards of IBF in this country.  
A7:  
I don't think IB employees are rewarded as much as their conventional counterparts, because there are 
very few... I refer to [X Islamic bank] and a number of employees they may not be getting as many 
benefits as the employees of their counterparts of [named 3 conventional banks]. And, again [X Islamic 
bank] is very small, doesn't have a lot of market reserve and hence I think when it comes to the 
remuneration and benefits offered to these employees, they are definitely significantly less as compared 
to other comparable institutions. If I take example of CEO of [X Islamic bank], how can you compare CEO 
of [X Islamic bank] with CEO of [X conventional bank], for example, because of the face factor. The CEO 
of [X Islamic bank] must be getting far less as compared to CEO of a conventional bank or a building 
society, if happened to be a lot of building societies left. So, I think, talking along in general, employees 
of IB are not enjoying as many benefits as their conventional counterparts.  
A9:  
IB whether they are investment of retail, they are new and quite few years, after their inception in the 
UK they did not perform well and this is very much expected from any new institution especially when it 
comes to banking. But other investment banks like [3 large Islamic investment banks in the UK] have 
done reasonably well by restricting themselves to portfolios which focused on one ad classes. [X Islamic 
retail bank], has taken a lot of time to come to this stage and this is primarily because of the injections of 
capital of Qatari bank. Otherwise, if I am a shareholder of and Islamic investment or an Islamic retail 
bank in the UK, I should not be happy and excited about it. This is not a market. Any shareholder of an 
Islamic banks should be looking into. The lucrative market for IB is for Islamic countries. And even within 
the OIC countries, where there is a lot of potential, the likes of Indonesia, Bangladesh, Pakistan, Turkey 
etc. where the Muslim population is very significant. Here in the UK, although there is a lot of focus on 
Islamic banking and finance in academic circles and in the popular media as well, but in terms of viability 
of Islamic banking practice in the UK, this is not very promising.  
A11:  
I would say in general NO. I stand at being misunderstood with this statement and I should be a bit 
careful. The early leadership of Islamic banking industry in the UK came from non-Muslims. At a point, 
all of CEOs were non-Muslim and they were mediocre kind of bankers otherwise. I fail to understand 
how they ended up heading these newly established Islamic banks. When we had a first CEO of [X 
Islamic retail bank]... what kind of leadership you can expect from someone who was not known in 
Islamic banking industry before he became CEO of the bank? And I blame shareholders of Islamic banks. 
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I took the matter with FCA at that time and I blamed them that they do not like the idea of a Muslim 
having an Islamic bank in the country, they refuted, but I think that was the case. So they brought all 
non-Muslims to ensure that IBs don't come up with anything which is not desired by the FSA and British 
government in general. I am not saying that the government was not in support of Islamic banking and 
finance - it was definitely. However, there were certain fiascos and they were very careful...   
A12:  
No, it is not present anywhere in the world, that's the problem. We are facing slowdown in the global IF 
services industry. In the last three years, IBF is growing with single digit growth and I keep telling people 
'you have to look into this slowdown', but no one is listening. And that would be a problem. IB is 
increasingly becoming conventional and the Muslims around the world have already found that 
differences between Islamic and conventional banking are going away very rapidly. A point would come 
where the existing customers will become dissatisfied and those others... you know, 25% are interested 
in Islamic finance and 75% Muslims are not... those 75% Muslims they would not switch to Islamic 
banking. Hence, I think there is a need to reform IB internally which is a very difficult task...  
A13:  
I would say that big Islamic banks who are very concerned about their reputation. I will give you an 
example of [X Islamic bank in Dubai] which spends lot of resources on what people think about them. 
The social media campaigns by these big Islamic banks... these are significant activities, this is all part of 
their branding by the way. When you look at the [X Islamic bank in Dubai], it spends a lot on branding - 
branding is actually about its reputation. It's about their reputation.  
A14:  
I think there is only one challenge - to sustain themselves! Otherwise... look, one investment bank has 
already gone out, that was an asset management company. Making sure you sustain your operations... 
the likes of [big Islamic investment banks in the UK], etc. my feelings are that they are going to end up 
like asset management companies. There is no business case for these banks to continue being as banks. 
There is lot of cost, compliance cost, regulatory cost for running a banking in the UK. So gradually, they 
would disappear and only one bank would remain here. They would disappear as Islamic investment 
banks and they would become Islamic asset management companies. To avoid this kind of situation is 




In terms of the existence of all Islamic banks is to fulfil their duty towards society in the UK, Muslim 
society in the UK. So their existence in offering all the services they do... their being there is... their 
response by the investors to make those organisations  corporate social responsible. Corporate social 
responsible means that the existing financial system was not catering for Muslims, yeah... so they came 
about to fulfil ... the requirements of Muslims faith and of course government plans for inclusive 
economic policy... so they do fulfil social corporate responsibility, but not in the manner which is 
conventionally known by doing some charity work and other work, but their existence and the whole 
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range of services is regarded as a service to the society. Their scope is very limited, they only do all the 
useful and productive things, they never invest or do anything which is environmentally or socially 
irresponsible.  
A2:  
First of all, the banking sector in the UK is highly organised, there are retail sector and there are 
wholesale sector. Islamic finance is not really active in the retail sector, it is more active in the wholesale 
sector. In terms of answering your question, retail sector does not fulfil all the financial needs of the 
customers because of certain financial constraints or market constraints, but the wholesale and 
investment banking...I'd say 80% of Islamic banking in the UK is investment banking or wholesale 
banking which is doing very well, like giving the high-net worth individuals and a corporate a choice to 
be Shari'ah compliant in their investment activities all over the UK.  
A3:  
Again, we need to distinguish between retail and wholesale sector. The wholesale sector is fulfilling all 
the customers' expectations because they have limited numbers, mostly because wholesale/investment 
banking is Middle-Eastern oriented and it represents foreign investment in the UK. From that point of 
view, they are doing very well and they are serving all their customers. But, from retail point of view... 
because there is a big retail market and very mature and perfect retail services market, Islamic retail 
banks have not been able to meet customer expectations in their range of products and their level of 
services due to their technological, availability and other constraints.  
A5:  
I say that most of employees of Islamic banks, both retail and wholesale, are highly motivated and highly 
professional. They are not driven by high pay only, but they are driven by job satisfaction to the extent 
that I know some of the employees from the conventional sector who came to Islamic banking sector on 
a reduced salary due to their job satisfaction criteria.  
A6:  
Of course they respect and they have a choice. First of all, customers of IB have a little choice but they 
do bank with Islamic bank due to their faith, belief and conviction. So they are happy in that regards, but 
in comparison to the other financial services, other sectors, they are not happy because of the 
constraint from the supply side.  
A9:  
The wholesale sector is performing well financially, majority of them, not all of them - out of 5 wholesale 
banks, 3 are very profitable, 2 are average or below average; and the retail bank, if you see their annual 
accounts, they have been making loss over the last 10 years - only in this year they are making profit. So 
as far as the... shareholders is concerned... shareholders are satisfied but in the retail sector also 
satisfied despite the losses, because now they have recovered; but the banks' financial performance did 
not affect customers' performance, because customers were always given good customer service even 





There has been 3 stages of growth of Islamic finance: early 2004/2005 it was a high growth and high 
expectations area; from 2004 to 2008 there was very fast-growing until it grew 20 banks in the UK out of 
which 3 were retail; but following from 2008 until now, the Islamic financial institutions became static. 
So now after 2012/13 it is in the consolidation state... so I say, it was very fast growing in the early 2004-
2008 and then it went bumpy ride during financial crisis and now it has been consolidated, so the 
market is becoming solid, but not very elastic to growth.  
A11:  
This is difficult question (laugh). I am not qualified to judge them, but you and everybody judge them by 
their survival rate and continuation rate, can say that they have somehow competent leadership. But, I 
will not say that they had a smooth ride because most of the IFI have volatility of change of leadership 
due to a bumpy ride during 2008 and 2010. Because of the financial crisis, the leadership of Islamic 
banks in all sectors went through a bumpy rides and I think, now after 10, 12 years of their operation, 
they have now stabilised. And I now assume that the leadership is performing otherwise, the rate of 
change is very fast so they would have been repapered if the leadership is not performing well.  
A12:  
Of course, all the IFI wholesale and retail have their 5-year projected plan and they are very clear in their 
area of growth and their areas of strength and their weaknesses. So they know all of it. So they have 
proper plan to find their place in the mature financial market in the UK.  
A13:  
I think they all have good media and public relationship departments... and managing reputation and 
media - no institution can do without it. So they all have this consciousness and they have active policy 
and consultants employed to deal with any situation. For instance, for the last 14 years of IFI operating, 
although there has been some crisis but there has not been any crisis which has negatively impacted IFI. 
So, based on the last decade I can say they are managing their reputations and media relations and 
public relations well.  Media is important factor in maintaining reputation...  
So, because IF sector, despite all the adverse publicity about Islam and Muslims, they stay existing and 
thriving which means that they are managing their relationships really well with all the stakeholders: 
general public (non-customers), investors, and the customers themselves and the government.  
A14:  
There are many challenges which during 15 years they have overcome, like regulatory challenges, 
financial market instability challenges, legal challenges, but they have come through a long set of 
challenges.. but currently, what I think is the challenge, is like growth and expansion, like meeting 
expectations of the customers and meeting the niche demands of the Muslim community and non-
Muslim community. So the challenge is to expand at the normal rate of growth and provide niche 
services which is the purpose of their existence in the UK. So, they always had those challenges, I don't 






Both organisations that I worked for took it very seriously. The first organisation that I worked for almost 
19 years, give you time-out and encourage you to get involved within locality, to do things within 
community and take their responsibility very seriously. And the second one, my present employer, again 
very much their values is based around communities, helping them and actively doing things to help the 
locality. So, they both have taken it very seriously and it is on their agenda as well at board level. When 
you look at the values and mission statements of both companies, their CSR is incorporated in that.   
After that credit crunch, I would say they are showing more responsibility and treating customers 
friendly and what they are doing now is making sure... I am talking about lending, borrowing, customers 
looking to borrow money... they're asking more questions and making sure that it is affordable for 
customers. Whereas previously, it was very sales-driven and if somebody wanted lending product 
whether it's loan, card product, etc. as long as they would meet the criteria, they wouldn't look into the 
affordability criteria side. Since the credit crunch, pressure from the government, they are more 
responsible now whereby in the most cases they'll do the right thing for the customer. And that means if 
the customer can't afford it, they'll say NO to that particular customer, whereas previously that may not 
have happened.  
In terms of CSR activities that my bank does are... the first one, anything to do with the local community. 
So the first one, I was involved as a school governor, the bank would encourage me to take time off, 
educating pupils about margin finance... so it is anything that will help local community... so my 
participation was very much around the schools educating the pupils and also helping the school. Also, 
from the fund raising point of view, both banks that I worked for (my current and previous employer), 
they both encouraged you to get involved in various activities, not just schools but local communities.  
A2:  
No, generally all the banks offer same type of products. On average, the customer... if you look at 
yourself, you will find on average that you have 7 financial products, that's car insurance, home 
insurance, current account, savings account, ISA, etc. But not all 7 on average will be held by same 
provider. Customers are more savvy nowadays and they tend to shop around for what is important to 
them, whether it is savings rates or borrowing rates, whatever it might be, they tend to be more savvy 
and tend to have a few things with one provider and a few other products with other provider. So it 
tends to be scattered with the few providers in total. The banks that I previously worked for were very 
much into deep relationships whereby you recognise on average... customer has 7 products and they 
wanted a great share of that market by deepening relationships and getting that particular customer to 
have more products with us. On average, customer will have 7 products where about 3 products would 
be from the same provider. All the banks, similarly, offer same products, rates would differ slightly, but 
as a whole products are very similar. It's the service that makes the difference.  
A3:  
Yeah, I would say yes. Certainly from any customers that I personally dealt with or my colleagues dealt 
with both from the previous employment and the present. I would say together, positive customer 
experience because we treat them as valued customers. They have a choice to bank with us or to go 
somewhere else, but they decided to come to us and it is our responsibility to make sure we look after 
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them. So I would say... if you want to do a survey on a customer serve, generally at both banks that I 
worked for, the comments are positive, the feedback is positive. There may be something that is outside 
of our control whereby their experience might not be as positive as we like. But from the personal 
interaction point of view, the customer experience is positive.   
A4:  
This is from what customers tell us... some customers like online and digital banking because it suits 
them, but other customers prefer face-to-face or being able to speak to somebody rather than going 
through the automated service. Everything nowadays is automated and from what my customers tell 
me they get frustrated going through an automated service. So, even though we offer face-toface 
service, we also offer a telephone banking service which frustrates people. If I would to change one 
thing, it would be telephone banking service whereby I would allow customers, if they were to call, get 
them to connect to somebody and get them to speak to somebody fairly quickly rather than going 
through all that automated options. But, apart from that... customer have a choice whether they want 
to do online banking, telephone banking or face-to-face banking - all the banks now provide these 
options; but some people chose other options and then they are not happy because they can't get 
through. But all the banks and large organisations offer telephone banking services which sometimes 
can be frustrated when you can't through to the right person or can't chose the right option.  
A5:  
The bank does the annual survey with the staff and one of the things they ask is how engaged they are. 
My previous employer, global organisation, certainly the department that I worked in, employee 
engagement was very high. That was because most of the staff there enjoyed the work that they did. 
But if I look at the bank as a whole, employee satisfaction survey is pretty average. People will always 
say that they can earn more or they are not rewarded as much as they should and that is the common 
theme whichever company you work for where employees think that they are not rewarded as much as 
they should. Reward and recognition is an area which always comes up from the general company, but... 
certainly, at my present company, we had employee engagement survey not so long ago and the score 
was average compared to other banks and the areas that they came up for improvement was, the first 
one 'reward and recognition'. My opinion is, staff do feel that they do deserve reward and recognition, 
however they need to look at it from more sides. If you are performing well, then you will rewarded and 
recognised. If you are an average performer, then you are basically just doing your job. So, the fact that 
you get a job and you get paid for it, basic reward and recognition is itself. So, that's my opinion on that 
particular question.   
A6:  
This is something that the banks are building on. Because of the whole bank publicity and the 
experience, some banks are more than others. For a customer that trust a bank takes time; for a 
customer that trust a member of staff, that will probably happen first because there is personal  
interaction there. And once the customer builds the trust with the member of staff, and they have a 
positive experience, then it will probably lead to the customers' trust in the bank. But, as a whole 
customers are sceptical about banks, they don't trust banks wholeheartedly, they'll probably trust a 
member of staff because they built that relationship and rapport... and if that member of staff says to 
the customer 'this is the right thing for you' and demonstrates that this is the actually right thing, the 
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customer will buy into that. Whereas, if the bank treats the customer as a number and not as an 
individual, then the customer will not trust the bank. And I think there is a still long way to go on that.   
A7:  
My previous employer... I would say all banks have some sort of performance structure in place 
whereby if you perform well you get rewarded accordingly. My present bank, their reward structure is 
unclear... so if you ask me does that motivate the staff - it doesn't because the reward structure is very 
unclear. Whereas my previous employer, they had a performance-related pay in place and I wouldn't 
say it motivated me to do well to get a reward, but my view was pretty much 'you do the right thing for 
the customer'... and if that means you get the performance-related pay, then fine. And if you don't get 
it, so be it... it didn't really motivate me, what motivates me is to do the right thing for the customer.  
A8:  
It has to work two ways this because some people expect it and some people will take charge of their 
careers and then drive it. So, I would say there is lots of opportunities. The member of staff will need to 
drive their careers... I would also add to that, you need a lot of luck being in the right place at the right 
time and that will certainly help you and your career as well.   
Part of the corporate value is being part of the team and working together; being a one team can 
achieve more than one individual. As part of the values both the banks that I worked for have that you 
work as a team and they did encourage it as well. From my experience, I certainly enjoyed the team I 
worked with and that tend to create fun and happy atmosphere and motivated staff as well. Staff 
sickness was low compared to some other departments that I was aware of, was high. People there 
enjoyed coming into work.  
A9:  
Probably not as strong as previously before the credit crunch, because they had to write of a lot of debt; 
also they were fined for various things they were selling etc. So, probably not as strong. In terms of 
insurance type products like PPI, banks don't do that anymore. So the profits have been squeezed. So 
they are looking at the other avenues, for example charges on the current accounts... that wasn't 
around previously. So, I believe the profits have been squeezed and the banks are looking for other 
avenues to make some extra money...  
A10:  
I do think government is stress-testing it every now and then. Some banks are more stable than others 
and if you are not stable or you do not meet the stress criteria then the government will put some 
measures in place to make sure that you do become stable. So some banks are more stable than the 
others... (asked to pause for 2 minutes)   
A11:  
I'm not too sure how to answer that question (pause again requested by the respondent - 10 seconds). If 
I compare leaders now to leaders when I first started in the bank, I would say previously there were 
leaders who demonstrated a wealth of experience and they weren't just sales driven and what I see now 
it is very much sales driven culture. Whereas before, it wasn't like that, banking was different. 
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Nowadays, what I see, banking has become more retail like... it's more retail... whereas previously 
wasn't like that...  
A12:  
The banks that I work for, they have a clear vision where they want to be and how they are going to get 
there and that is demonstrated all the time. Certainly, my current employer, they cover this off probably 
in every meeting, mission and values... even from the chief executive to the ordinary staff in the 
branches, if you ask them about the vision and values, they will be all able to tell you what they are.  
A13:  
I am not really sure, but if you haven't anybody dedicated to monitor... certainly, social media plays 
large part in everything, so I would say they must have somebody to look after the social media aspect 
and if there is any adverse information or anything that the banks is uncomfortable with, they would 
pick up on that and address it as best as they can.   
A14:  
The challenges... customers are more savvy nowadays, they want the best products and services 
available to them... so the customers are more prior conscious... erm... in terms of online and digital 
banking, there is a lot of fraud that is taking place... the fraudsters are becoming more savvy nowadays, 
so that's going to be a big challenge for the banks to combat. From the customer experience... the 
customers that the banks want which are working professionals, income earners, etc. those people 
who're working... so the need for the branch network will diminish in my opinion... and I think we have 
seen that over the period of time in the last few years anyway. How do we contact and track the 
customers? - For example, I mentioned, on average they have 7 products, 3 with one provider... so if you 
want the greater share of the customers' wallet, how do you contact the customer if they are not 
coming to branches? - So this is the challenge. Nowadays it is all about online banking, digital banking, 
telephone banking contacting these customers, making them aware of what you can do to help them. 
From a bank perspective, digital banking is massive and is growing as we speak. Combating fraud is 




Every bank has something in place, some sort of system. Currently, there is a lot of emphasis on 
providing products relevant to a customer needs, because in the past, there have been instances where 
customers were provided with products which were not really relevant to their needs. There were a lot 
of products which were miss-sold and that's the reason why many banks are now facing hefty charges, 
fines and things like that. So the emphasis is on providing products and service which is obviously 
relevant to the customer needs and again everything is based on a non-advice basis. On the front facing 
bank staff basically... Employers in general, they cannot give you any advice unless they are... have 
specific qualification to give advice on specific products like mortgages, things like that... but general 
bank, day to day products are all based on non-advice basis. So, what we can do is offer, let the 
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customers know that this is only available and whether you want to go ahead with product or service, 
that is available to you.   
In this respect, I think that, for our general day to the banking, don't really see there is any specific 
guidelines. I am not sure if there is any specific team in the Head Office who looks after this aspect. 
Personally I don't see any of things, like paper saving or any other initiative in the branch, because I 
always see like, you know, a lot of stuff... keep using a lot of paper and also some of the systems are 
based like... you know, we have to keep a record in the bank. So, it is quite important that every record 
is kept and hence the paperwork is produced and signed and kept in the branch for like 6 years and 
things like that. But also sometimes like a general initiatives, saving papers where it is not necessary- I 
don't see there is enough emphasis on that at the moment, especially where I work, in our bank. It may 
be in a different bank, but where I work, I don't think it's really relevant at the moment.   
Again, there's a lot of things which the banks are trying to do... they have everything... they have 
everything in place for example to back themselves, for example, if anything goes wrong, they will 
always come back and say 'look, we have met our responsibility, we have done this, we have done that'. 
But in real life, they are not really... I don't think that really works in the real life, you know, and it's not 
enough emphasis. So I would say, It's like a tick box doing exercise basically for the banks, but in real life 
they are not really socially responsible.   
A2:  
If you go to a normal bank, usually you have products such as a basic current account or a package a 
current account, you have savings products, different types of savings products, cash ISA or a fixed rate 
bond or instant access savings... all these different... lending products, loans, credit cards, mortgages, 
overdraft... also, there are some other personalised services such as private banking where  you have 
things like will writing services and also things like, you know, pack offerings you know if you use a bank 
card you get cash back, debit account through your bank account you get cash back and other 
propositions such as online banking, mobile banking. And again, different banks have different products 
but in general they are the ones. But usually they... some banks may offer different sort of cash bask or 
incentives or may offer higher interest rates, some offer of a better using their credit card maybe in the 
UK or abroad. In general, everything it's just a product offering in the sense that some maybe provide a 
better saving products, some provide a better credit card  
products, some to provide a better mortgage rate. But everything has obviously their own incentives, 
you know, sometimes people are offered cash back having a mortgage with certain banks or things like 
that. But in general, again most the banks offer similar range of products.  
A3:  
Front-facing staff are all of the banks currently, they provide a very good services and I have worked in 
different banks. Currently I'm working as a bank manager, but usually front-facing staff, they are the 
ones who provide an excellent service and things like, sometime go out their way to help customer. 
Some of the recent examples I can think of is like when an employee has gone to a customer's house 
when the customer was unwell. The customer who usually doesn't do online banking and for example 
they did not receive it in time and they called up the bank and somebody actually visited the customers' 
house to give them a copy of their statement. Also during busy times, staff usually sacrifice their staff 
breaks; there are times when our systems are down, the its very busy and most of us, the front-facing 
staff, would sacrifice the lunch breaks, sacrifice other time, work longer hours than expected and things 
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like that... like a few years back I remember [X conventional bank], they used to have...  they had a 
massive system failure and a lot of people did not actually get their salaries into their bank account and 
it created chaos and a lot of things happened and obviously some of the staff even worked on a Sunday 
just to sort out the issue. So there are instances when front-facing staff move out of their way to help 
their customer and this is the one I can remember now.   
A4:  
Again, there are lot of different departments, so it could be loans department... sometimes you have to 
remove a party from an account, change signature; especially business banking usually need a lot of 
changes, like, change of mandate; limited company to sole trader, sole trader to limited... so lot of 
changes need to be done. Sometimes what happens is the paperwork is lost, it's very had to trace down 
whether its lost.  Sometimes even if paperwork is received on time and everything is on system, it could 
be that some other staff maybe from different department have done an error and haven't done the job 
that was required to be done properly and that has created a problem for the customer and it is very 
hard to actually trace down that particular member of staff and its is very difficult to solve it again unless 
you redo the whole thing. So sometimes you think like...  now there's a lot of talk about personal 
ownership, taking ownership, but again in real life when things go wrong it's very had to sort it out.   
A5:  
Usually what's happened in the last few years because of the past mistakes and things like that, there's 
not been any major bonuses. So, now front line staff don't actually have any bonus... so there's not 
really any incentive for them to like, you know, provide excellent service, but the banks perspective is 
that, you know, you shouldn't be needing a bonus to like, you know, do your day to day job. But at the 
same time, our senior employees like example the CEOs and the executives of the company, they still 
have like a very hefty salary on top its day to day to get their bonuses and some of them senior 
employees, they've taken something like two hundred percent (200%) of shares, but not in cash, but 
they do get shares and things like that. Usually, front line staff, last five years, hardly people had any 
bonuses, hardly  people had any major pay rises.  
And you know how come the senior employees who are probably on a million pounds salary are able to 
get another two million pounds in shares, it is still money for them. Whereas front-line staff have no 
bonuses and the banks are projecting everywhere, look we have stopped bonuses for our staff, so we 
are not doing any misselling; there's no bonuses, there's no incentives for employees; there's no 
misselling and that is the case why it is not done for senior employees. And obviously, the senior 
employees, they basically get... the ones they are driving the bank forward, trying to keep the bank out 
of the mess and apparently it is required because without that the banks wouldn't be able to stay 
competitive, they wouldn't be able to move forward. So as I say, that's why,  general notion is a bit on 
the downside. From customers' point of view, most customers, say 30%-40% customers, I mean most 
customers aren't happy because in the past banks have done things which have messed up the whole 
economy basically.  
A6:  
People will always move around, so if that person has moved the area or gone to another bank, these 
customers are left unhappy, they need to build new relationships with a new employee. And again, I 
mean, with employees as well, because there's no incentive, you see a lot of employees turn around... 
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so all those things take into account... I would say in general customers are not happy with banks, but 
there are a few ones who are really loyal and here they are in general happy with what's happening.   
A7:  
I mean, as mentioned earlier, the moment salaries are the only thing that usually... like front-facing staff 
get... and that the bank's perspective is that should be the only motivating factor, we shouldn't offer you 
anything extra to go and do your job. But at same time, there are ways where you can actually motivate 
employee by offering rewards if not from a product perspective, from a service perspective... in the past 
you provide excellent service, the banks used to give you a bonus; but that is again... for example, one 
person give you a bad review of a branch it used to affect the bonuses. Recently what the banks have 
done is they have removed all sort of bonuses so again front-facing staff, there's not really any incentive 
as such.   
A8:  
There are definitely things in place but in real life it is slightly different, because usually you would have 
a vacancy when somebody leaves. In the past when the banks were growing, there would be new areas 
coming up, new department being built, there would be business banking, private banking, whole 
different aspects... and hence there will always be a scope for growth... whereas recently, because the 
banks are shrink now in trying to reduce costs, so it's more about cost cutting in the last five years more 
of redundancies happened then promotions. But there are promotions available and all depends on... 
the banks that I worked for, all depends on who you know; if you've been good with somebody, get 
along with somebody well for example senior manager or maybe a manager, or a bank manager, there is 
an opportunity, say for example, if somebody has left and there's an opportunity. They have to go 
through the procedure, which is interviewing candidates, going through some questionnaires and things 
like that, but I guess in reality it's like who you know. Say for example, that person is keen on somebody, 
the interview would be conducted just to show that procedure is done, but the job  will be given in to 
the person they like.  
A9:  
I work for [X bank] and the [X bank] has always been in the bad news for the last almost 8, 9 years. Since 
2008 crash we have always been in PRESS. But again, despite that, we have been able again to make a 
profits. Where in the past, misselling, misconduct, the fines, the legacy systems, foreign currency 
exchange and all those things... they keep coming up every year or so... every year, when the annual 
results are out usually you see the bank... the media sector of the bank has made a profit and operating 
profit but then when these fines and other charges are taken into account, the bank made a huge loss... 
and that is going on every year... we have been told the bank is doing well and next year it will be even 
better, but again, next year something new comes up and then again there's more fines and things like 
that... and that again distracts a lot of customers.   
A10:  
There are a lot of reforms needed. In terms of political situation, I would say the BREXIT is not helping. 
The current market situation is that... the rate base is very low, line 0.25%, it used to be 2.5% for the last 
8 years - that's gone down to 0.25%. so these low rates mean the lending rates stay low but the housing 
market and other are also low. There's not many people who want to borrow money now and also 
people who have the money, they've got the savings, they hardly get anything back. For example any 
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general savings account will probably earn you 0.1% to 0.5% which is absolutely nothing. So the political 
situation with BREXIT and these things happening... there's like more uncertainties which are not 
helping the banks.   
A11:  
I would say yes and no. Yes for short term gains, but again there's no stability for top bosses, they keep 
moving around so frequently... we always see this, like every two three years, there's new CEO. They 
have their own idea, they try to change completely, company totally, they have their own huge ideas, 
'do this, do that', everything is moved around and two years later that person moves to another 
company. If somebody else comes, again they try to get their own different ways and this constant 
shuffling doesn't help. In the mean time, these people keep taking their own ideas to different banks, 
other companies... so maybe in the short term it's good, in the short term banks make a money, they are 
led by a good managers. But the long term, I don't think that is helping the banks.   
A12:  
Again, they do have clear vision. When they... I mean the usual correspondent email we receive from 
top senior executives, usually they do have a clear vision. But then is it implemented, is there anything 
to see if this has been implemented...? And again, the vision keeps on changing, because ever two-three 
years there is somebody new. So it is not that somebody comes and tries to do the same.. I mean that 
common goal keeps changing to make the banks to come out of their and all those legacy issues and 
problems. But, the path they take, that keeps changing and that doesn't really again help.    
A13:  
I'm not really sure, but I had a feeling that [X bank] had something in place to monitor and look after 
these sort of issues. For example the banks... a lot of things are not being through social platforms, 
social networking, and a lot of customers now respond. Say for example by their twitter account, the 
banks' twitter account or facebook account... and there is a team which is looking after that, they are 
quite efficient i responding to their messages; if somebody is not happy, people would usually respond 
and write to the bank - and they are usually quick in responding to those kind of messages  and trying to 
find the solution to the problem of their customers. So I don't really know whether there is a specific 
department that looks after this, but in general all these things together, they are trying to make sure 
that the reputation of the bank stays good and if something is not right, they are trying to fix it 
straightaway. Even our complaints team, that is a huge team based somewhere in Birmingham or 
Manchester probably, when things don't go right for a customer, they're quite good at like, you know, 
maybe sending a book or giving them a compensation, things like that... to make sure that customers 
are happy and they don't make a big fuss about it as long as it's reasonable and things like that.   
A14:  
but at the same time, when more and more people start using online, it will be difficult for bank to 
request customers to come to the branch to do... for example if they phone about the products and 
services... also, another key issue is currently is the fraud. There is a lot of fraud currently all over the 
world, so things like online fraud and other types of fraud... so countering fraud in its numerous forms 
will be a big challenge. A lot of innocent people lose money on a day to day basis and the banks will have 
to come up with... they do have strong system, but the fraudsters are always step ahead. So the banks 
will have to come up with something where they are ahead and not the fraudsters. And also to offer a 
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bit better products and services that benefit the customer, not just copy each other products... if 
somebody is offering cash product, somebody will offer similar product... they will need to come up with 
the products which actually meet customers' individual needs, in terms of general needs of the majority 




We at [X bank], how we change the entire bank interfaith in the branch, so rather than being the gap 
between two people, it's now more face-to-face, more friendly... trying to treat people like one, so 
rather than being like company verses the person. It's trying to become like one with the people rather 
than against the people; so I think that really does help.   
Over the last five-six years I have been working there, they never used to have any recycle paper, never 
used to care about the emissions, as far as I am concerned, that's what I mean. Now, all of the paper is 
more or less recycled... I am talking about the printer and the paper for everything we use, so that help 
the environment. They are constantly talking about reducing emissions by, I don't exactly know how, but 
they are talking about reducing emissions in terms of workplace.  But also in terms of funding charities 
on a monthly basis which are charities which help with the environment. They don't look only at 
charities which are only helping the poor, I think that, also ones which are environment-based.  
A2:  
In terms of package accounts, they are more of less the same. But there is other thing that has been 
released recently which is a very good and different from other banks, unless I'm wrong, and that is 
called reward system. You get paid back for each of your direct debits at 3% which is causing a lot 
people to earn a lot of money which they never earned before for paying the same bills. So that's the 
one way where they really have went quite beyond my opinion to go better than the other banks. But, 
other than that, they are more or less the same. The main thing that differentiates them is the customer 
service. The rates are more less the same at each bank.   
A3:  
OK. So yes I do think that a customer-facing employees meet customer expectations some of the time. I 
definitely don't think it's all the time. Partly, because I'd say 10% of the customers of the bank are 
people who, I believe, may be unreasonable in terms of they don't think the banks are an actual 
business. People just think of a bank... They expect things for not very valid reasons, which doesn't really 
make sense. Because I have been in the complaints department, I see it on a regular basis. Let's say, out 
of that 90% majority of them are actually meeting their expectations. But on the whole I think 
customers are more or less satisfied but I wouldn't say all the time, because I'm sure that sometimes 
things which don't make any sense to the customer, but as the bank something needs to be done to be 






I genuinely don't believe that some people put themselves into the customer's position when actually 
dealing with them. Some of them... when they work in the complaint customer service and sales, you 
see a lot of customers who lie and because they see customers lie, they automatically think that 
someone who might be telling the truth, most likely is lying... if that makes sense. Some people rather 
than putting themselves into the customer's position as they are telling the truth, they will always doubt 
first and question them as if they are lying before they even put themselves into  
the customer's position, which I believe is wrong. And I think if every person there puts themselves into 
the customer's position first, regardless whether they're telling the truth or not, the truth will come out, 
you know, later anyway... so I think they should put themselves into customer's position regardless and 
help them the best they possibly could and move forwards.   
A5:  
I'd say they were, I wouldn't say they are. The reason why is because I think with majority of people... 
because I've been with them for some time and I see people come and go all the time. And I think 
genuinely, first six months to a year, will generally decide whether that person is motivated to work for 
them or that person is just going to be... just hating what they are doing, just let the clock turn and let it 
pay their bills. And I think part of the reason for that is, in that first year, if they get wrongly accused of 
something, if they get wrongly... something happens wrong... if they basically don't believe that is how it 
should work, then that's what really put it down on them and so that's why I think some people aren't 
really motivated. But on the close side, there are a few people who if they meet their expectations in 
the first year and have a manager who really cares for them, and yes they definitely are motivated to 
move forward and progress and try to achieve their best in that business.   
A6:  
I believe before 2008 yes, but since 2008 I genuinely believe that only about 25% of people probably 
trust their bank... I don't... because I've been in so many departments, majority of people without much 
money don't really mind which bank they're particularly with, I believe... but I might be wrong... But at 
the same time, those people who have got lots of money like hundreds of thousands, they never keep 
their money in just one bank... and I've spoken to multiple people who always say that 'we don't keep 
everything in just one bank' because they don't believe the banks after what happened in 2008 and how 
the banks were almost bankrupt. They don't believe that their money is safe in whichever banks, they 
just use and abuse banks where they can... not abuse, but they benefit basically, just to see basically 
how they can benefit from each bank really.  
A7:  
OK. So the reward system has become a lot better over the time, in terms of the way that they work out 
their rewards, however in terms of the money side, they make that worse and worse every couple of 
years. They make it sound like that's going to be better, but then when you are actually work it out, it's 
actually worse off. Because they're making... the way you can get the bonus... for example, makes a lot 
more sense... just to make a sense for you... if, for example, in 12 months out of 10 months which you 
do well and 2 months they don't do well... before, in the past it would be... because of those two 
months 'I'm sorry, but you're not going to get pay rise'. Now, they overlook the fact that 2 months out of 
12 haven't been good and they're more than happy to still help people to get their pay rise and things 
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like that. So they made that better. But because they made that got better, then they reduced the funds 
because too many people will then get the bonus which doesn't make any sense.    
A8:  
If I give you an example; on the complaints floor there's 200 staff which are complaint handlers... there 
is out of 200, there's 20 team managers. There's no supervisors, just 20 managers. And then above the 
managers, there is the centre manager which is 1. Out of 200 people, there could be let's say 50 people 
that want to become managers. They can't become the managers simply because of the fact that they 
have to wait for one of the 20 to either leave or get promoted which means that they are stuck in 
something called 'dead-end job'. So because they are stuck, they think 'oh, I can't go any further at this 
workplace', so I'll be honest with you, and this is what the majority of people do... they build themselves 
up to get experience and they get supervisor position or manager position elsewhere. And then if they 
do leave the bank and the [X bank] want them back, then they will come back to the bank when the 
position becomes available and move step higher in the bank... but now... there was basically the age 
where you could basically go up in your career in one business or in one company. Now it's not the case 
where you have to switch from one place to another because there just never is availability to be able to 
do so... but you are always having to wait for someone to leave or to quit.   
A9:  
I believe they're doing ok, I don't believe they're doing absolutely great. In terms of [X bank] itself, I 
don't know much about many other banks. But those they do make profit is very small compared to the 
debt they owe to the government. In terms of attracting new stakeholders, [X bank] including [Y bank] 
can withheld new stakeholders when it comes to media and things like that, including [Z bank] and many 
other banks... but every 2-3 months you see on the news where banks basically did this to that degree, 
did that to that degree and it makes consumers feel like...this bank is just doing that knowing that they 
are the bank, the amount of money they are going to make out of it, regardless. And that type of 
thinking is what comes across customers on a daily basis. So I think it does withheld stakeholders, 
customers and employees. Because of the media and because of the profit they do make, personally.  
A11:  
I can only speak about [X bank], I don't follow any other banks. I don't think so, and the reason why is 
because if a CEO is being changed every single year, or every other year, and surely there's no source of 
leadership. The reason why I say this is because what will happen is... CEO will come to the business, will 
start implementing plans A, B and C... another CEO will come in two years and they will try doing X, Y 
and Z... and it literally contradicts everything that you have been doing for the last two or three years 
but they're obviously set in their ways because they believe that's what will actually help. But regardless 
if it helps or not, it disrupts the entire organisation because you're just swapping and changing, you are 
not going to see the momentum of anything working if you keep changing things every single time. So in 
terms of the high up leadership, that's what I would say. But in terms of day to day leadership, managers 
that are Jo average, they are normal complaint handlers, normal managers, etc. I believe about 50% of 






The [X bank] vision by 2020 is to be the number 1 bank for customer service and advocacy. So that is 
their actual vision. And they plan to achieve that, however they are very long way away from what I can 
see because of the results that have been coming in month after month.   
A13:  
To monitor its reputation, what it does is basically something called the NPS score which basically after 
every single call or every single dialogue, or every single letter sent out, you will always ask what the 
customer believe is awaiting on the experience they had. So, for example, the number seven would be... 
out seven... seven would be whether they would be willing to promote the bank to another one of their 
friends of family. Number five for example, would be the fact that they're just happy with their service, 
they believe it was excellent... number one would be that they completely disliked the service, they 
don't want to come to the bank anymore... so they use that NPS score to be able to generate how well 
they're doing in that particular business area.   
A14:  
I genuinely believe that... in the future... right now, mortgages is what banks mainly use to actually 
generate their income, however, the way that the digital age is going... like, how Uber came out and 
destroyed taxis that have been around for so long. I genuinely believe there could be something, a 
company that completely destroys mortgage market which will get 10 times easier for people to get 
their mortgages... knowing that they will be accepted, where now you have to go to the financial 
planner or a mortgage advisor, but in the future it may be as simple as going to the app which gives you 
all answers that mortgage adviser would give you - that's one thing. The second thing is crypto 
currency... I don't know exactly how, I never touched upon that, but from what I heard about it, it may 




At the moment, I know that front-facing staff are basically... they are improving on that aspect because 
they are promoting paperless activity among customers and within the bank as well. So it's something 
that we are seeing a lot nowadays, including paperless statements... paperless is basically very much at 
the forefront at the moment in regards to the environment. Personally speaking with regards to the 
bank I work for, we have actually closed a couple of branches in Leicester, in the region that I work and 
that is due to the environmental protection... to make sure that it is participating in the environment 
because obviously it's lighting and resources used... Providing all of that they look after... and also the 
staff members that have made redundant come from those branches and they have been looked after 
very well... they haven't actually been made redundant as it hasn't lost any staff at all. By doing this, 
they have provided them with alternative work within the branch itself... so it did not have a detrimental 





Across the board financial products such as loans, credit cards, mortgages, that is very much similar as 
you like... but when it comes to specifics of those products, they do differ slightly amongst the banks. I 
know that amongst [X bank] with [Y bank]... the interest rates might be better at one particular bank 
compared to another, but these all things happen anyway, in any competition, in any competitive 
market it's going to be the case. But across the wise, everything is sort of generalised, on what banks do 
offer for their customers.   
A3:  
Say for example, if a customer wants to walk in with the complaint, it is that member of staff's 
responsibility to make sure that complaint is handled fairly, efficiently, properly and obviously if there's 
any compensation due for example that is also given to the customer and make sure that the customer 
is left with the free taste... as a process out-phased... I would say it is very much dependent on the 
actual situation that is individual-based.   
A4:  
Personally, what I identify within private banking is given that the base rate is very low at the moment, 
and that have an impact on the customers that I particularly deal with. Because, really, there is no 
incentive to save and it's very hard to come up with something when you know that customer is not 
going to be gained by it... so in that aspect I would say, needs drastic improvement.   
A5:  
Yes, absolutely. We have a staff scheme that motivate staff to perform better. We have a particular one 
called flexible benefits. We offer free insurance for home... well, discounted insurance for staff members 
in terms of their family, and obviously free dental care, health care for staff members... that's very 
positive one and is quite popular as well. We have other cash incentives as well where a  
particular cash amount goes into your account... various tailor-made plans really that incentivise what 
staff and stakeholders do get, if you like.  
A6:  
This recalls to my answer that I gave previously regarding press that we had lately. Unfortunately, a lot 
of banks have let customers down and that had an impact on customers we have. I would say  a lot of 
people have lost the faith in how banks operate, unfortunately. And again this is something that [X bank] 
is trying to keep rebuild back again... but unfortunately, I would say, it is very shaky situation at the 
moment with the way how customers feel.  
A7:  
I would say very much so. [X bank] in particular do motivate their staff and help and coach their staff 
very much in directing how they want their career to go. For example, there was a colleague of mine 
who wasn't a graduate but she performed really well in all aspects of the work involved. And she was 
then promoted into a graduate scheme, which she genuinely wouldn't have, but because based on her 
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performance, she did acquire a really good skills during her time at the bank... and that is something 
that will happen... promotion is something that is pushed quite hard amongst [X bank] staff, definitely.   
A8:  
It very much... you know... erm... we need to stand out in order to get attention and you have to fit in 
and be the right one for the job. So it is very competitive, it is very big competition, because there are a 
lot of people... it depends on areas of the bank, you know...  but it depends on how well do you stand 
out, it is down to employees how well they sell themselves and then... they can be offered that.  
A9:  
Overall, financially, we do perform quite well. Recently we purchased a credit card facilitator and they 
offer a very good rate of credit that are existing and that means now that we can generate more 
business within [X bank] customers. So we want to be leader in what we can offer, because we can 
knock our interest rates down. My personal view is not to promote interest, but as an employee, as a 
worker, interest rates are very competitive at the moment because of that buy. So... (3 seconds pause) 
performance wise, it really depends on that aspect. If it's overall, it's quite good at the moment, 
financially.  
A10:  
Given the current economic climate, I would say NO. Because of what is going on is... really... up and 
down. But that is just the part of being in the current situation with BREXIT and it does make an impact 
on how we are and how stable we are, and, unfortunately, it does make an impact.    
A11:  
(6 seconds of silence) Erm... this is honest one, because I had an experience of it not being the case 
under the previous management, where, unfortunately, managers were not doing what they should be 
doing. But overall, it has been rectified.  
A12:  
Clear vision... erm... yes, at [X bank] it's the customer first. So the vision is to be the best bank. How to 
come there is not so clear.  
A13:  
It's all about customer feedback and that is the best way and only way to monitor it. There is no 
separate division which monitors that but it is very much dealing with it, through the customer service 
satisfaction and making sure that something is in place. And this is really in place in all banks and that is 
how we monitor how well we perform in general. I think it should be more to make sure that is the case, 
to keep monitoring how well we are doing, but at the moment it's really only that.   
A14:  
It's retaining high savers. My personal, I have been in a private banking, we have a threshold of certain 
amount that we have for customers who we liaise with. There is no incentive to drive further business, 
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because unfortunately, Bank of England rates are very low and there is no incentive for savers along 
with home buyers. The market for the first time home buyers is very difficult to get to that ladder, both 
in terms of retaining customers that we had for many years truly because of the current situation that 
we are in. So it is quite difficult in that aspect to retain the customers. 
